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There are no idling rotors in the Brodie BiRotor—no waste motion. In the 
BiRotor, both rotors carry liquid and both do the measuring job. The exclusive 
BiRotor design means that every Brodie meter operates at full-rated capacity 
with complete dependability over long periods. This BiRotor design also means 
that you always are assured of minimal down-time, negligible maintenance 
costs. For any installation — from well-head to tank truck, BiRotors measure 


millions of gallons each day with unvarying precision. 


Only in the BRODIE BiRotor 
NO WASTE MOTION 


Both rotors-carry the liquid... 
Both rotors - measure! 





“HOW TO 
MOTIVATE 
MOTORISTS” 





...to expand the market for service station products 


The great majority of car owners enjoy driving, 
get real satisfaction from it, and can be persuaded 
to do more, according to Ethyl’s new study, “How 
To Motivate Motorists.” 

This survey explores in detail the pleasure-driv- 
ing habits and attitudes of American motorists. 
Its findings suggest many possible promotional 
approaches to encourage more driving. 

Made for Ethyl by Alderson Associates, the 
study is based on a nationwide sample of car- 
owning families. It’s another facet of Ethyl’s con- 


Ethyl Corporation, N.Y.17,N.Y. TULSA 


tinuing program to help the oil industry expand 
its market for service station products. 

Among the scores of subjects covered are such 
important ones as these: attitudes toward one- 
day, weekend, and longer automobile trips. . . the 
role of children in influencing family pleasure driv- 
ing . . . pros and cons of sleep-at-home vacations. 

This report may give you new guidance for 
future promotional planning. 

Ask your Ethyl Representative for a copy of 
“How To Motivate Motorists.” 

CHICAGO 


HOUSTON LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO ETHYL U.S.A. (EXPORT) NEW YORK 17, N. Y. 
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OPW SWIVEL JOINTS 


. . . have been turning, swiveling, traveling in the 
best of circles for a long time, giving @ependable 
swivel action. 

A rugged, work-proven design keeps OPW Swivel 
Joints turning freely .. . reducing expensive and un- 
necessary down-time. 

At bulk plant loading racks .. . refineries, on aircraft 
fueling equipment . .. tank trucks . . . wherever a 
fiexible pipeline or hose joint is needed . . . specify 
OPW Swivel Joints. They will swivel free and easy 
day after day — without needless maintenance and 
packing adjustment. 

If you’re looking for a dependable swivel joint, write 
and ask for Bulletin F-8. It describes a large selection 
of OPW Swivel Joints. This one piece of literature 
could start you toward a healthy year’s end saving of 
your maintenance dollar. Why not write . . . and start 
to circle-in on savings now. Bulletin F-8. 


OPW SWIVEL JOINTS ARE 
STANDARD EQUIPMENT ON 
ALL OPW LIQUID LOADERS 


DOVER CORPORATION | DIVISION 
2735 COLERAIN AVENUE « CINCINNATI 25, OHIO ¢ Ki 1-5400 


VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANOLING HAZARDOUS LIQUIDS 
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MOLYBDENUM 


MAR FH 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





RECENT TEST SHOWS MORE PROOF 
OF MoS,’s LOAD-CARRYING ABILITY 





Major Car Manufacturers 
Use Molysulfide Products 
in More Ways Than One 


The best known use is in the car 
whose manufacturer guarantees 
30,000 mile lubrication periods. This 
manufacturer first pretreats all bear- 
ing surfaces of grease-lubricated 
suspension parts with a gear oil con- 
taining’ MoS then fills the system 
with ‘‘Moly”’ Grease. 

But little known is the fact that 
Molysulfide is used in the special 
polyurethane seal which retains the 
““Moly” Grease on the front-end ball- 
joint and excludes grit and dirt. 
Molysulfide plays a major role 
in increasing the wear resistance and 
reducing the coefficient of friction of 
this seal. These were two of the 
reasons why this seal, made by the 
Acushnet. Process Company, was 
selected. Other factors include firm- 
ness and resiliance essential to sealing, 
abrasion resistance and ease of con- 
formity to the shape of the ball joint. 

Another manufacturer pre-treats 
grease-lubricated suspension parts 
with a dry film of MoSe2 powder ap- 
plied from an alcohol suspension. 

Throughout the automotive in- 
dustry, Molysulfide is widely used in 
paste type concentrates for pre-as- 
sembly lubrication of splines, cams, 
etc. 

Friction materials such as clutch 
plates and brake linings contain 
MoSe2. Certain brake mechanism 
parts are widely treated with Moly- 
sulfide bonded coatings. 

Other manufacturers use a com- 
bination of Molysulfide and graphite 
in electric generator brushes. 

Tests are currently being made to 
determine the value of MoSe as a 
wear-in lubricant. Other tests are 
being conducted on piston rings. Lab- 
oratory and road tests are going on 
with gear oils containing Molysulfide. 

When writing, refer to CL-108 





From the German laboratory of Alpha Molykote Corporation comes 
new proof of Molysulfide’s ability to resist galling and seizing at 
pressures beyond the yield point of most metals. Previous tests have 
shown that Molysulfide sustains loads up to 475,000 psi. In this 
Almen Wieland test, similar to the Falex test, a 44”’ pin actually 
extruded without any surface damage at pressures of 100,000 psi, while 
similar pins using other lubricants were torn, galled or ‘“‘frozen” to 


the point of breakage. 
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The photo above shows mild steel 
pins used in Almen Wieland Test. 
No. 1 is unused Control Pin. No. 2 
(lubricated with mineral oil and 
MoSz) and No. 3 (with MoSe2 bonded 
coating) were elongated and extruded 
without weight loss. No. 4 shows 
typical failure with conventional lub- 
ricant. Note that the key sheared off 
and that pin and block were galled 
and seized. In both cases, Moly- 
sulfide sustained a load beyond the 
yield strength of the pins. Surveys of 
many laboratories indicate that this 
extrusion phenomenon: has never 
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been produced with any other con- 
ventional lubricants. 

The load carrying ability of 
Molysulfide can lead the way to 
better lubricants and bigger sales for 
petroleum products marketers. 
Greases containing 3% of Moly- 
sulfide prevent metal-to-metal con- 
tact of chassis parts, prolong their 
life and assure quieter, easier, more 
comfortable driving. These advan- 
tages can bring more lubricating busi- 
ness to the marketers and service 
stations that sell ‘‘Moly” Greases. 

When writing, refer to CL-109 
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Behind Our Headlines 





Industry Yardstick 


WICE A YEAR, most marketers interested in motor- 
oil consumption look forward to results of NPN’s 
semiannual motor-oil-ratio survey. Good news or bad, 
the survey itself is important because it is the only yard- 
stick there is, and it enables marketers to compare their 
performance with the industry’s. 
The latest report, page 109, is from the 26th semi- 
annual survey covering the latest fall-winter period. 
The survey itself is simple. Respondents report on 
the percentage of motor oil sold for each 100 gal. of 
gasoline. Thus, a big value of the data is simplicity. 
NPN is pleased to bear responsibility for this survey 
because marketers tell us it is a valuable service to the 
industry. 


Six-Month News Beat 


IG NEWS this month is the prospective merger of 

Standard of California and Standard of Kentucky. 
A special report loaded with details and reaction 
starts on page 94. 

NPN readers got the first published tip on this merger 
more than six months ago in our popular feature, 
“Ahead of the News.” Here’s what NPN reported in 
the January, 1960, issue: 


Ungstown 


bd December, 1960 


Secal in the South—lIt should come as no surprise 
if Standard of California breaks into the inner United 
States by merging with Standard of Kentucky. Like 
Humble and Indiana Standard, which are strengthen- 
ing their national marketing identity, Standard of Cali- 
fornia is eager to spread. Merger with Kentucky Stand- 
ard would give Socal representation at 9,500 outlets 
in Alabama, Georgia, Kentucky, Mississippi, and 
Florida. 
* 


Canada—Golden E 


Silver Anniversary 


——— NPN veteran is Walter Berger, district 
sales manager based in Cleveland, who completed 
his twenty-fifth anniversary with NPN on June 15. This 
makes him one of the seasoned vets 
among all McGraw-Hill sales rep- 
resentatives. 
Walter, also known as Wally and 
Walt, built up a big territory— 
from Detroit to the Alleghenies. 
Congratulations, Wally, from the 
rest of us on NPN. I know your 
many friends in the industry join 
us in saying: Many happy returns! 


—_ 
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Here’s opportunity for you! A national trade magazine* 
survey shows that 84% of the cars on the road today 
need some kind of ignition work. Just take a quick look 
under the distributor caps of your customers’ cars, and 
when you spot trouble, suggest a complete tune-up— 
replace worn ignition components with Delco-Remy parts. 


Why Delco-Remy? Because they are the quality ignition 
service parts for all popular American cars and light 
trucks. They’re ready to install, and make ignition sys- 
tems perform like new. And new packages make these 
Delco-Remy parts easier to stock, identify and sell. 


DELCO-REMY DISTRIBUTOR CAPS are 

e designed and built of highly dielectric, shock 
and heat resistant materials, and feature voltage- 
saving internal ribs. 


DELCO-REMY CONTACT SETS are factory- 
adjusted and aligned for quick, easy installation. 
Heat-sealed, moisture-proof packages protect 
contact sets against dirt and oxidation. 


strength with minimum weight and superior 
balance to assure smooth rotation at slow 
or turnpike speeds. 


DELCO-REMY CONDENSERS assure cor- 
rect electrical capacity and resist voltage break- 
down. Hermetic seal keeps out harmful moisture, 
oil, and vapors. 


E} DELCO-REMY ROTORS combine maximum 


Delco-Remy electrical parts are available at car or truck 
dealers, or through the United Motors System. 


*MOTOR—June, 1959 


Delco -Re a 


1 1. mm YY? 
electrical systems 


FROM THE HIGHWAY TO THE STARS 


GM 
DELCO-REMY ® DIVISION OF GENERAL MOTORS #® ANDERSON, INDIANA 


7 





puts 
himself 


in 


your 
shoes 





He’s your “U.S.” representative, and he’s a good man to know. 

He recognizes your dealers’ problems and knows how to help 

them make money. He’s ready to put himself in your shoes and. 
help you take big, important steps forward...if you'll let him. 


YOUR “U.S.” REPRESENTATIVE knows TBA. 
Inside and out. Every which way. And right now 
he has a new packaged merchandising and sell- 
ing program that is boosting dealers’ business 
way up, practically overnight. 








There’s not another program like it. It’s new, 
unique, competitive, flexible, profitable...and 
doesn't require any initial investment by you 
or your dealers. 

It'll pay you both to learn the details. 


U.S. ROYAL 


LOW PROFILE TIRES 


*Low Profile’ is United States Rubber Company's trademark for its lower, wider shape tire, 


United States Rubber 


Rockefeller Center, New York 20, N.Y, 
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Here's what two engine manufacturers say 
about leaded and unleaded gasoline . .. Two 
jobbers comment on a new computing meter 


To THE EDITOR: 

The article entitled “Boating: White 
or Leaded Gasoline?” which appeared 
in your March issue (p92) was most 
interesting to us, as engine manufac- 
turers, in that it expressed: 

1. Some doubt that leaded gasoline 
is a problem for two-cycle engines. 

2. An impression that the gasoline 
marketers could or would do nothing 
about the problem—if it exists at all. 

Let us examine these points in some 
detail, starting with the question of 
whether leaded fuel is a poor diet for 
outboard motors and other two-cycle 
powerplants: 

The outboard-motor manufacturers 
admit there is a leaded-fuel problem. 
It is not new. It is of constantly in- 
creasing magnitude as outboard en- 
gine usage increases. The boating cus- 
tomer is using his engine longer and 
harder than ever before, making the 
once-acceptable fuel nuisance into 
an intolerable complaint. Yes, the en- 
gine manufacturers admit to the prob- 
lem—the difference is in how they 
admit to it. 

The Kiekhaefer Corp.’s view is 
clearly defined. There is no conflict 
between our technical facts and our 
selling policies. Knowing full well that 
some criticism would be forthcoming 
from competitors and fuel marketers, 
we faced things squarely last fall and 
brought the growing problem to the 
attention of the boating press. It was, 
and is, our hope that press and public 
pressure will bring about greater avail- 
ability of unleaded fuels for outboard 
use. 

Outboard Marine Corp.’s policy is 
not so clear, and seemingly results 
from a conflict of engineering facts 
with sales desires. When O.M.C. at- 
tempted an East-West Atlantic cross- 
ing with an outboard powered craft, 
they felt it necessary to use white 
gasoline—even at cost of trucking 
huge quantities from Germany to 
Sweden—rather than use readily 
available leaded fuel. The brief O.M.C. 
quotation (or apology?) given in your 
March article sounds like a tacit ad- 
mission that O.M.C. could sell the 
public better products than they now 
do—if white gasoline was widely avail- 
able. Time and again, O.M.C. en- 


gineers have freely admitted to the 
lead problem—orally and in print. 
They were vehement about it, in en- 
gineering publications, as recently as 
October 1960. Yet corporate news or 
sales releases continue to avoid or be- 
little the problem. 

The spark-plug manufacturers ad- 
mit there is a leaded-fuel problem. 
Spark-plug makers have long borne 
the brunt of the lead malady—which 
is commonly termed “sparkplug 
trouble” by the boatman. The plug 


people have been engaged in trying to | 


design two-cycle plugs which will live 
with leaded fuel. As yet, no commer- 
cially feasible panacea seems to have 
evolved but there is no doubt that 
these people are cognizant of the prob- 
lems brought by leaded fuels. 

The fuel makers admit there is a 
leaded fuel problem. Perhaps Texaco 
wants to waste money on a “labora- 
tory study aimed at proving the 
Kiekhaefer claims inaccurate,” but 
other fuel makers who have already 
looked into the matter are well aware 
of the lead poblem and of the accuracy 
of our claims. Gulf and Amoco have 
long capitalized on it with their white 
fuels. Union and Kendall have con- 
ducted their own research programs 
and now market “premixed” outboard 
fuels which are lead-free and contain 
the oil needed for engine lubrication. 

Others — Esso, Phillips, Sinclair, 
Standard of California—have studied 


the problem and have attempted to | 


alleviate it with special oils intended 
to keep the combustion chamber free 
of lead deposits. Thus far, the only 
completely successful answer has been 


white gasoline. Yes, the fuel makers | 


—or at least their technical people— 
freely admit that leaded fuels are 
rough on two-cycle engines. 

The boating public admits there is 
a leaded-fuel problem. Perhaps ‘‘ad- 
mits” is too weak a term here. The 
public shouts that there is a leaded- 
fuel problem. And their shouting is 
bearing fruit. White gasoline is ap- 
pearing in new locations. Some of the 


fuel marketers are reluctant—but they 


are rising slowly to the demand. “Both 


Mobil and Texaco have had to keep | 
their foot in the white-gasoline door | 


because of dealer demands.” And as 
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Get the 
=] 5 
quick 
coupling 


EVER-TITE 

Standard 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Get the 
most for 


your 
money 


EVER-TITE 


QUICK COUPLINGS 


give you QUICK connections that 

speed deliveries— TIGHT connec- 

tions that protect your product. 
Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 





Letters 


you also pointed out, “the prize is 
promising.” Three hundred eighty 
seven million gallons of outboard 
gasoline is hot to be sneezed at these 
days! 

Having recognized the need for 
white gasoline some fuel marketers 
express concern with the difficulties 
of distribution of the unleaded fuel. 
Yet others have solved it willingly— 
witness Gulf, Amoco, Union, Kendall. 
Mobil—-willingly or otherwise—has 
moved white fuel into new Mid- 





throughout the world. 


catalog 61SR. 





GEARED TO HANDLE PUMPING PROBLEMS —— 


THE VIKING ‘‘GEAR-WITHIN-A-GEAR"” 
helps engineers solve a wide range of pumping problems 
In the petroleum industry, VIKING 
PUMPS handle liquids and semi-solids efficiently and at low 
cost. And VIKINGS pump liquids ranging from thin, liquefied 
gas to thick, viscous tars. Originated 50 years ago, the VIKING 
pumping principle has been adapted so successfully to so many 
applications that VIKING is now the largest exclusive rotary 
pump manufacturer in the world. 

You men who specify and buy rotary pumps, can select from 
a complete size range of VIKING PUMPS, from 1/2 to 1050G.P.M. 
in over 850 catalogued models and thousands of special de- 
signs. If you have a pumping problem, tell us... and ask for 


VIKING PUMP COMPANY, Cedar Falls, lowa, U. S. A. In 
Canada, it’s “Roto-King” Pumps. Offices and Distributors in 
Principal Cities. See Your Classified Telephone Directory. 


western locations such as St. Louis, 
and sells it at gasoline stations as well 
as at marinas. Others feel that the 
larger outboards are usually fueled at 
marinas—and are setting out to sup- 
ply these waterside stations first. 

Yet the white-gasoline pump at the 
in-town gasoline station has its sales 
appeal—the boatman who trails his 
boat in for white gasoline invariably 
fills his car with leaded gasoline at 
the same time—a profitable deal for 
the station operator. Marketers are 





PUMPING PRINCIPLE 








| 
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finding that since the business is sea- 
sonal, tanks used for storing fuel oil 
in winter can profitably hold white 
gasoline in summer. The distribution 
problem is being surmounted—by the 
marketers who want the business! 

Consider that all service stations 
need and offer at least two leaded fuels 
for automobiles—most offer three. 
Diesels need special fuel, so separate 
distribution and pumps are furnished 
for the purpose. Airports handle three 
to six varieties of fuel to meet the re- 
quirements of different aircraft. Is it 
really so difficult to provide another 
fuel pump for the outboard motor? 

Let’s not forget how many filling 
stations in Europe have been able to 
profit by providing premixed fuel for 
two-cycle engines in cars, power 
scooters, motorcycles, power bicycles, 
and commercial trucks. It seems that 
in Europe they have recognized the 
potential sooner. 

This is a growing field, already a 
sizable piece of fuel business, and 
destined to become much larger— 
fuels permitting. It is one thing to 
say, “Design the engines to use exist- 
ing automobile fuel’”—but if the auto 
industry had followed such advice in 
its youth, we would still be driving 
Model T’s. And such advice would 
preclude eventual introduction of the 
automotive gas turbine—for turbines 
suffer severe damage from leaded gaso- 
line but run well on most everything 
else—including white gasoline! 

With all these facts and factors in 
mind, does the so-called “controversy” 
really exist? We see no controversy— 
it is a simple technical fact that white 
gasoline is an eminently superior fuel 
for outboard motors and other two- 
cycle engines. We wish only to pro- 
mote and assist its sale wherever we 
can—and ask nothing of the fuel 
marketers but that they recognize the 
need and the opportunity and act 
accordingly. It is to their advantage— 
as well as that of the boating 
public—for the growing outboard-fuel 
usage certainly comprises what you 
aptly termed a “lush market.” 

E. C. KIEKHAEFER 
President 
Kiekhaefer Corp. 
Oshkosh, Wis. 


We would welcome a general avail- 
ability of lead-free fuels four two- 
cycle engines. Our two-cycle engines 
do not like lead, and they do not 
need lead. 

To be useful, however, the avail- 
ability must be quite general. The out- 
board rig is quite mobile and is, 
therefore, used in the most out-of-the- 
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Can Save You Money! 


The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 


Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems, A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 





@ CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


@ RESETS AUTOMATICALLY after 


line pressure is restored. 


” Buckeye Leak Detector @ MAY BE OPENED MANUALLY with 


Valve #9539-A optional wrench. 
(Patent Pending) 


Mounts on the outlet side of the pump for easy access. 
‘eatures ¢ assure sensing boss ci Ss - 
Ont Duchaye SPT diniite Features a pre sure ensing boss for taking pressure read 
leaks anywhere in your system. ings and an adjustable bypass needle valve which can be 
__--s-ym Set to indicate even the smallest loss in pressure. Available 

For details, write: _. with either 2” N.P.T. or 2” union outlet. 


_ Write today for new Buckeye Service Station Equipment catalog 
a 


E. BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 » DAYTON 1, OHIO 
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way places. While a trailer rig can 
be fueled at the filling station, it may 
have to be refueled while in use al- 
most any place. 

Until such an availability of lead- 
free fuels has become a reality, the 
Outboard Marine Corp. must con- 
tinue with its position that its engines 
[Evinrude, Johnson, and others] must 
give satisfactory service when using 
generally available automotive fuels. 

While on the subject, it may be 
interesting to note that there is 
presently under way an intensive re- 
search program investigating the pos- 
sibility of doping the lubricating oils 
so that when mixed with leaded fuels, 
the buildup of deposits that is a pri- 
mary cause of preignition, will be 
prevented. While it is too early to 
predict final success, promising obser- 
vations have been made. 

While this would require special 
two-cycle oils, it is interesting to note 
that some outboard companies, for 
other reasons, however, are currently 
recommending the use of special oils. 

F. T. IRGENS 

Vice president in charge of Engineering 
Outboard Marine Corp. 

Milwaukee, Wis. 


The Dealer’s Plight 


>I wish to comment on the deplorable 
plight of the service-station dealer. 

Gasoline price wars are not hurt- 
ing the dealer nearly as much as dis- 
count houses and large accessory 
stores. 

Clarence F. Niessen, merchandis- 
ing manager of DX Sunray, is quoted 
in the April issue of NPN (p34) as 
saying, “The products of your com- 
pany are no better than the type of 
salesmen doing the selling.” I would 
like to ask any big company, Whose 
products are being dispensed through 
a discount house? Have you ever 
heard an employe of a discount house 
bragging about your product, or in 
general conversation letting that cus- 
tomer know that his business is ap- 
preciated? Does he provide the free 
service the service-station dealer 
gives? I say NO. 

Right now in this area my cus- 
tomers can buy oil at a discount 
house cheaper than I can buy it 
through my jobber. What will it take 
for the big companies to wake up and 
see what is happening? 

If the present trend continues, serv- 
ice stations as such will be a thing of 
the past. I mean the FREE service 
which contributes so much to the serv- 
ice-station dealer’s cost of doing busi- 
ness. I think anybody in our business 
will agree that it would be a terrible 
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situation to see service prices posted, 

such as this: Tires checked and aired 

25¢, Rest Room 10¢, Windshield and 

windows cleaned 25¢, Floors vacu- 
umed 25¢. 

ART JENKS 

Art Jenks 66 Service 

Choctaw, Okla. 


How Few Are Fittings? 

PIn going through the April issue I 
can’t help taking exception to a state- 
ment (page 94) to the effect that “all 
Fords and some Buick and Oldsmo- 
bile models have already dropped 





fittings on 1961 designs.” If you had 
said that Buick and Olds had dropped 
some fittings, it would have been 
satisfactory, but they certainly have 
not eliminated all fittings this year... . 

On all 1962 big Buicks, there are 
at least eight fittings (with nine on 
the manual steering model). These all 
call for lubrication every 1,000 miles. 
In addition, this year Buick has a 
completely new type—a small flush- 
type fitting—as a part of their con- 
stant velocity universal joint, and this 
requires lubrication every 5,000 miles. 

The small Buick is literally alive 





VOP QUALITY ADDITIVES AND 


on ©} | So) | 
ADDITIVES 


improve stability 
of fuel oils. 
Driacin’® ... Polyflo * 
100, 120, 121, 130 


COPPER 
(eo) -7 Vena h's wae). s-) 


prevent gum formation. 
UOP Copper Deactivators, 
Regular and AW ® (50) 


ANTI-ICERS 


prevent engine stalling 
due to carburetor icing. 


Unicor LHS ®, and Calor”. 


PROCESSES FOR 
BETTER PRODUCTS 


Universal Oil Products Company 
offers a wide range of chemical 
additives for petroleum products and 
rubber goods that enhance the 
quality and add sales plus’s in the 
marketing of these products. 


RUBBER 
Poi eeler se), 7, be) 


prevent ozone deterioration 
of rubber goods. 
UOP 88 ©, UOP 288 = 


ANTIOXIDANTS 
stabilize gasoline and lubricants. 
UOP Nos. 4*, 5*, 5-S*, 7*, S-7*, 88, 

88-S*, 216* and 225*. 


PETROLEUM 


REFINING 


ad 5 40) OF 8-3-1} 8 -} 
enable refiners throughout the 

free world to produce top 

quality petroleum products. 


*Trademark of UOP 
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with fittings, having a total of 17, 
which, as I’m sure you realize, is 
more than most of the larger cars 
have. 

The large Oldsmobile still has four 
fittings, which are on the ball joints. 
The small Olds, however, has a total 
of 17 fittings, which is a considerable 
number. 

What actually has happened, is that 
both Buick and Olds have replaced 
the fittings in the steering linkage 
points with prepacked bearings, but 
they certainly haven’t eliminated fit- 
tings altogether. 


Insofar as 1962 models are con- 
cerned, over the years we have seen 
so many last minute changes made 
that it seems extremely premature to 
speculate at this date as to how many 
makes will or won't have fittings next 
year. 

HUNTINGTON ELDRIDGE 
President 

Chek-Chart Corp. 
Chicago, Ill. 


Editor’s Note: The sense of the sen- 
tence is that some Buick and Olds- 
mobile models have already dropped 





IT TAKES TAILORED GASOLINE 
TO SUPPLY TOP PERFORMANCE 


A lot of people work mighty hard to 
make the petroleum products you sell 
perform to the utmost satisfaction of 
your customers. Among these are the 
chemists at UOP who created the anti- 
oxidants which, when added to your 
gasoline and lubricants, keep their 
quality intact all the way to your cus- 
tomer’s engine. Such problems as gum 
formation, stabilization of tetraethy] 
lead, color, andshrinking octane values 


in storage and shipment disappear 
when UOP antioxidants are used. 
These valuable fuel additives account 
for a very small part of the cost of 
the product, but they can make or 
lose a steady customer. 


UOP Products are available to all 
refiners and marketers the free world 
over. If you have a petroleum product 
quality problem tell your supplier. 


UNIVERSAL OIL PRODUCTS COMPANY 
30 Algonquin Road, Des Plaines, Illinois, U.S.A. 
WHERE RESEARCH TODAY MEANS PROGRESS TOMORROW 
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SOME fittings on 1961 designs. While 
the word “some” does not actually ap- 
pear, from our standpoint it is implicit. 
The sentence certainly was not intend- 
ed to read “all fittings.” 

As to speculation on the 1962 mod- 
els, while you may take exception to 
this, the information came from an 
automotive-industry source who has 
been a reliable one. 


Equipment Maintenance 


>“How to Pinpoint Costs of Station 
Equipment” (NPN—April p160) is 
most interesting, and I think the Peter 
J. Hartmann Co. has performed a 
service to the oil industry in making 
the survey. It proves once again the 
value of keeping adequate mainte- 
nance records. Only by so doing can 
we know where our troubles are and 
take the proper corrective action. 
B. B. MURRAY 
Manager of Operations 
Wilshire Oil Co. of California 
Los Angeles 


For more on Hartmann’s operations, 
see page 156. 


Computing Fuel-Oil Meter 


There is little question that a meter 

of this type (Now—A Computing Oil 

Meter, NPN—June p94) would de- 

finitely be an advancement to the fuel- 
oil industry. 

J. R. WASSERBACK 

Vice President 

F. and S. Oil Co. 

Waterbury, Conn. 


>A computer of this type has been 
long overdue and long needed by 
fuel-oil marketers. 

I am of opinion that better customer 
relations will certainly result due to 
the fact that prices, extensions, etc., 
will be uniformly printed and more 
legible than pencil or traditional ball- 
point pen. 

Despite the fact that our drivers 
are equipped with easily read price 
charts, approximately 2% of our fuel- 
oil delivery tickets are incorrectly com- 
puted, mistakes being made either in 
extension of price, extension of Rhode 
Island sales tax (3%), or in proper 
addition of the sales tax and gallonage. 
This, of course, necessitates corrected 
invoices being mailed to the customer, 
etc. 

ARTHUR J. DEBLOIS Jr. 
DeBlois Oil Co. 
Pawtucket, R. I. 
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ONE of five service stations 
operated by this company. 


THIS NATIONAL SYSTEM * 
pays for itself every year. 


fi 
RS 


HERBERT M. HAUS, OWNER, 
of Big River Oil Company. 


“Our Five @Yalional Cash Registers 
save us 4,200 a year... ~ 


return 97% annually on investment!” 


—Big River Oil Company, Bismarck, N. D. 


“Our Nationals give us a fast, accu- 
rate balance at the end of each shift 
and quick department information 
when we need it most... at the end 
of the day. Inventory shortages have 
practically disappeared. And these 
are far from being the only advan- 
tages of our System. 

“We have found that the Itemiza- 
tion and Total Indication eliminate 
losses due to mistakes in addition 
and change-making. We operate five 
service stations in Bismarck and do 
the bookkeeping and billing at the 
‘bulk’ plant. It is necessary that the 


registers balance and charges be 
accounted for at the individual sta- 
tions. This is done with ease by our 
National System. As a result, we 
save a great deal of bookkeeping 
time. 

“Our 5 National Cash Registers 
give us an annual return of 97% on 
our investment. We highly recom- 
mend them to all service station 
operators.” 


Ald 15th. 


Owner, Big River Oil Company 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return an 
extra regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your Tyme 
phone book.) oa 


*TRADE MARK REG. U. S. PAT. OFF. 


National * 
CASH REGISTERS 
ADDING MACHINES * ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
nce PAPER (No Carson Reauinep) 
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~” @@ Sales are great, J. B. The ‘B. R.’ * 


5 ' js ‘Before Roper’, which is before 
Money-Making Ideas E we put an pumps on 
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seco OUr delivery trucks®® 
How to boost battery f Ak Sieroees, —, 


sales .. . Inspections 
can increase profit 




































































HERE’S A WAY your dealers can en- 
courage their employes to sell batter- 
ies. Suggest the dealer stack all bat- 
teries taken in trade, then sell them 
periodically and split the money 
among employes. 


JOBBERS in states with compulsory 
motor-vehicle inspections might urge 
dealers to perform as many inspec- 
tions as possible. One dealer who 
checked 600 cars for 50¢ each found 
400 of them needed $1.50 headlight- 
aiming jobs. Many also needed other 
profitable work. 











TBA SALES for your dealers might 
be better if employes had more in- 


centive. One dealer gave his crew all . . - . 
the profit from their tire sales for two profits, customer Service, delivery 


months. Sales went up 400%. Once 
his men were tire-oriented, he start- a “ 
ed a permanent program giving them S eed m 0 e th ROPER PUMPS 
half the net profit on each tire they | l V WI 
sold. 


~ You get better delivery service with Roper truck pumps because the flow 
is smooth, even, without pulsation regardless of changes in discharge 
A CONOCO dealer in Montana has pressure or viscosity. Only two moving parts give you positive pumping 
ribs cag 4 x — gt at all times. Built-in face relief valve adjusts over 20-100 psi range, allow- 
a fillup with Conoco Royal. In the ing stoppage of flow without stopping pump. Roper truck pumps operate 
event the customer’s car doesn’t start, efficiently in either direction, in any mounting position. You can’t beat 
he gets a free tow to the station. the long, efficient service that pays off in increased sales and profits that 
you will get from Roper pumps. 


$ 


ESSO suggests ™ dealers cash in ve GEARS: Service-free, helical-type, hardened 
c= agg -_ idea r to nomi the > alloy gears run vibration-free. 
station a headquarters for riders, Post 

: : an ” BEARINGS: High-lead bronze bearings are 
. — and notices for rides wanted > self-lubricated and cooled by liquid being 
or “riders wanted. pumped. 


be SHAFTS: Precision-ground steel shafts are 
$ induction-hardened for years of service. 


OTHER retail stores have sales—so 
can your dealers. Get together a list 
of items like fan belts, plugs, and For specific information 
wipers—then bulk it out with impulse contact your Roper dealer 
items like flashlights, sponges, cases 
of pop. Print up handbills or buy Dependable pumps 


some local radio time to advertise since 1857 


your bargains. HYDRAULICS, INC. 


$ GUNS COMERCE, GEORGIA 
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“Now I've got new customers, more 
traffic and bigger sales...thanks to 
Pepsi and my case merchandiser!” 


says Walter Skochenko, Phillips 66, 916 Pyramid, Las Vegas, Nev. 


= Lets put a case 
of Pepsi 
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e of the 
smartest moves I’ve made. Thanks to Pepsi and my mer- 
chandiser, new customers are coming in every day. Gas 
gallonage is way up. T.B.A. purchases and service are on 
the rise. And total business is higher than ever before.” 
Boost your station business. Order profit-building PR. 
Pepsi-Cola today. Just call your local Pepsi bottler! ) q 


ee ee cin 
“PEPSI-COLA” AND PEPSI" ARE TRADEMARKS OF PEPSI-COLA COMPANY, NEW YORK, N, Y. REG. U. S. PAT. OFF. Se Ns 
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Du Pont ar News 


Number 109 in a series of bulletins for the Petroleum Industry 


TWO MOVIES 
BARNSTORM 
THE COUNTRY 


Oil companies tie in, 
to expand the demand 


Now touring the country is “Down 
the Road,” the CinemaScope fea- 
turette which co-stars the roads of 
America and the rich heritage they 
lead to. 

Sponsored by Du Pont as part of 
the oil industry’s travel-promotion 
program, this film is being met with 
applause by audiences everywhere. 

In many localities, oil marketers 
have tied in with local showings. 

For example, in Albany, N. Y., 
service stations throughout the area 
blossomed forth with colorful post- 
ers promoting the movie. Efforts of 
several oil companies were carefully 
coordinated for this promotion by 
the DuPont representative, who 
supplied the posters. 

Your Du Pont representative can 
give you the playdates in your mar- 
keting area, if you are interested in 
running a similar promotion. 

Also available is the 16-mm color 
movie, “Highway Holiday,” a half- 
hour film which picks up the open- 
road theme of “Down the Road” 
and expands upon it. A number of 
oil companies are now using it as a 
part of their own travel-promotion 
programs. 

Your Du Pont representative can 
arrange a showing of “Highway 
Holiday” for you, as well as supply- 
ing prints for showing to dealer 
meetings, civic groups, clubs, etc. 


ew 


Both movies include scenes like this to 
stimulate interest in touring America. 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. I. du Pont de Nemours & Company (Inc.) 
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How to sell a better fuel oil 
in the heating season ahead 


Sometime between now and Labor 
Day, it can pay you to give a little 
extra attention to the stability of 
your fuel oil. 

Sludge can be the source of many 
oil heater problems, customer com- 
plaints and loss of business. It clogs 
filters, plugs burner nozzles. It re- 
duces capacity of your storage tanks 
(and your customers’), often cre- 
ates an expensive cleanup problem. 

But you can solve the sludge 
problem before the heating season 
begins, by adding a small quantity 
of Du Pont Fuel Oil Additive No. 2 
to your fuel oil. Usually just 5 to 15 
pounds of FOA-2 are enough to pre- 
vent sludging in 1,000 barrels of oil. 
Your costs are low. 


FOA-2 is a solubilizer and disper- 
sant. It prevents sludge accumula- 
tion, and can even disperse previ- 
ously formed sludge. 

It is a non-metallic additive. It 
burns completely along with the 
fuel, leaving no ash of its own. 

Refiners have stabilized millions 
of barrels of heating and fuel oils 
with FOA-2 since its introduction 
ten years ago. It continues to be one 
of the most profitable decisions you 
can make to safeguard the quality 
of your product. 

Your Du Pont Petroleum Chem- 
icals representative has the infor- 
mation you need to clear up the 
sludge problem before the fall heat- 
ing season sets in. 


OVER + 





Du Pont 44", 


MID-CONTINENT 
TECHNICAL MANAGER 


3 a 
CHARLES B. MILLER is Technical 
Manager of the Du Pont Petroleum 
Chemicals Division, Mid - Continent 
Region, headquartered in Tulsa, 
Oklahoma. 

Mr. Miller joined Du Pont in 1941 
and was first assigned to Jackson Lab- 
oratory, one of Du Pont’s basic re- 
search laboratories. He has been with 
the Petroleum Chemicals Division 
since 1952. Prior to his present assign- 
ment, he held the position of Mid-Con- 
tinent Regional Laboratory Manager 
in Tulsa and Research Chemist at the 
main Petroleum Laboratory located at 
Carneys Point, New Jersey. 

Mr. Miller and his laboratory staff 
make available to the oil industry the 
expanding technical services of Du 
Pont. Gasoline antiknocks and addi- 
tives for petroleum products are his 
specialty. Wide experience in the lab- 
oratory and in the field enables him to 
assist refiners in the selection of the 
proper additive product to do a job. 

Mr. Miller holds a Masters degree 
in Chemistry from the University of 
Delaware. 


News 


What’s the score 


on motorists’ buying habits? 


The ‘‘Summary Report” of the 
DuPont “Profile of the Motorist” 
survey is now available. This 40- 
page booklet contains a concise re- 
port of the results of the most ex- 
tensive survey ever made of the 
American motoring public. 

The new publication contains the 
survey’s answers to questions such 
as how people react to price-wars, 
give-aways, trading stamps, regular 
vs. premium gasolines, TBA pur- 
chases, credit cards, vacation driv- 
ing—and many other findings 


New developments in continuous 
gasoline blending discussed in talk 


The advent of electronics has dra- 
matically changed the position of 
in-line blending in the oil industry. 

Until recently, most refineries 
had to make so many changes in 
field piping that they could not 
justify the expense. 

It is no longer necessary to make 
such extensive field piping changes. 
With electronic control equipment 
and transmission of signals as digi- 
tal pulses, gasoline components no 
longer need be piped to a central 
meter station adjacent to a control 
room. 

Not only are piping costs much 


lower, but 

there are also 

new savings 

in the size, lo- 

cation and 

installation 

costs of the 

control room and control equipment. 
B. G. Crane, Manager of Opera- 

tions in Du Pont’s Petroleum 

Chemicals Division, spoke on new 

in-line blending developments at 

the annual meeting of the W.P.R.A. 

If you would like a transcript of 

Mr. Crane’s talk, contact your Du 

Pont representative. 


which explain the motorist and the 
market he represents. 

The “Profile” survey is the fourth 
in the Du Pont series dealing with 
service station marketing. The 
“Summary Report” contains com- 
parisons with the earlier surveys, to 
give marketing groups a picture of 
the trends in several areas of 
inquiry. 

Your Petroleum Chemicals Divi- 
sion representative will be pleased 
to provide you with a copy of this 
new publication. 


SALES OFFICES 


Chicago 3— 

8 So. Michigan Ave 
Houston 2— 

705 Bank of Commerce Bldg...CApitol 5-1151 
Los Angeles 17— 

612 So. Flower St 
New York 20— 

45 Rockefeller Plaza ..... 
Philadelphia 2— 

3 Penn Center Plaza 
Pittsburgh 22— 

1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St.. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave.....MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave.. LUther 3-8581 
In Canada—Du Pont of Canada Limited, Petro- 
leum Chemicals, 85 Eglinton Ave. East, Toronto 
12, Ontario HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals 
Division, Export Sales, Wilmington 98, 
Delaware PRospect 4-5009 


GU POND 


Better things for better living 
... through Chemistry 


RAndolph 6-8630 


MAdison 4-1354 
+++. .212-CO-5-2342 


LOcust 8-3531 


Du Pont Lead Antiknock Compounds and other Petroleum Additives 


€ OVER 


Serial A-20427 117326 


ADVERTISEMENT — Prepared for the Petroleum Chemicals Division of E. I. du Pont de Nemours & Company (Inc.) 
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Regions 


Midwest: Lion's $500,000 Station 


THE MOST UNUSUAL feature of Lion Oil Co.’s big 
new service station (right) in Richmond Heights, a suburb 
of St. Louis, Mo., is a 2,000-vehicle-a-day car wash. The 
station, owned by Lion distributor Midland Oil Co., has 
16 gasoline pumps, five service bays, and a lounge for 
customers. Automotive services include lubrication, motor 
tuneup, light repairs, and TBA sales. The car wash, called 
the “Clayton Speedway,” is located in the rear. It’s 165 
ft. long, is said to turn out a wash job every three minutes. 
The installation utilizes only soft water, which is prepared 
on the spot in a two-unit chemical process. Lion Oil is a 
division of Monsanto Chemical Co. Here’s how the car 
wash works: 
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7.» At checkout point, men wipe off last bit of water 8. Supervisor checks finished job for final approval 
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GUARDIAN 


TRIM Vy LINE 


offers Custom styling _ , 
with stock fixtures ~ 0 4 


Bears the label 
of Underwriters’ 
Laboratories, Inc. 
for outdoor 
operation, 








GUARDIAN 
TRIM 4” LINE 


. with 6’ Ultra High Output lamps in 
a trim, contemporary housing. Ideally 
styled for both new construction and mod- 
ernization. (4-lamp model also available). 








GU A R DIAN 
TRIM ~ LINE POLES 


. models illustrated are available for 
single, double or triple fixture installations. 
Or, poles can be made to your specifi- 
cations in our new, modern Pole Plant, 








Write or Wire for Descriptive Bulletins. Address Dept. N 


Guardian Light Company 


500 NORTH BLVD. . OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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Regions 


The East 


Proposed law shows 
what state control 
might mean to oil 


A FINE EXAMPLE of what you can 
expect when legislators start writing 
bills regulating the oil industry comes 
from Vermont, 
where a bill to 
set up a state- 
wide petroleum 
authority was in- 
troduced in the 
legislature. Hap- 
pily for the indus- 
try, it died in the 
ways and means 
committee. 

The bill would 
have put whole- 
sale distribution 
and retail sale of gasoline under state 
control. Says the Vermont Petroleum 
Assn., “The measure ranged from 
whimsy to the bizarre.” 

The bill would have put the follow- 
ing into effect: 

e Importing and wholesale distri- 
bution under control of a five-man 
commission, paid $10 each per day 
when working. 

e All wholesale storage facilities 
taken over by the state. 

e Dealers limited to a 2¢-gal. mar- 
gin. Service functions limited to clean- 
ing windshields. 

e A 50% sales tax in addition to 
the motor-fuel tax. Dealers would 
provide a notice “thanking” their cus- 
tomers for tax contributions they were 
“forced” to make. 

Commission members would have 
been required to subscribe to Na- 
TIONAL PETROLEUM News and to 
Platt’s Oilgram. 

Naturally, NPN wishes to thank the 
sponsor of this legislation for the vote 
of confidence given NPN. But NPN 
would just as soon not get readers 
that way. 


By 
Cornelius Brodersen 


> New Jersey’s Public Service Elec- 
tric & Gas Co. yelled “foul” and 
“fraud” in attempting to get the state 
attorney-general’s office to halt Oil 
Heat Council’s ad program that high- 
lights the current gas-to-oil conversion 
effort of Meenan Oil Co. in Levittown, 
N. J. 

But it didn’t work. OHC’s ads pro- 
claiming oil heat’s “success story” 
against gas in this new-home develop- 
ment are appearing again in New 
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Model 2789 with Register, 
Totalizer and Ticket Printer 


FLEETMASTER 


Here’s the pump that gives you a great new sales-tool to help get commer- 
cial accounts. Fleet customers will be attracted by the smart modern styling 
and practical utility of this new Series, available in Standard and Heavy- 
Duty self-contained or in Remote Control models. All feature a built-in 
interlock to prevent starting without resetting the register to zero. They 
are sO soundly engineered and carefully built that they reflect Bennett’s 
traditional low maintenance cost and year-in, year-out dependability. 
Accurate fleet accounting records of fuel dispensed are assured at all times 
by the Ticket Printer Fleetmaster which requires printer operation before 
the pump can be re-started to make a new delivery. Ticket Printer models 
normally have an accumulative printer but may have a zero-start printer 
if desired. Standard Fleetmasters have register and totalizer. Fourteen-foot 
“hose reach” is provided by thirteen feet of 34 inch hose with % inch 
nozzle. Pumps are approved by Underwriters’ Laboratories. 

See your Bennett representative for full details. 


JOHN WOOD COMPANY 
BENNETT PUMP DIVISION * Muskegon, Michigan 


IN CANADA: JOHN Woop Company LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
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Step out front with the DISTANCE brand... 


the POWER brand... 


Hottest line of products... backed by hottest advertising! 

Conoco offers you products with benefits your Conoco really believes in advertising. Now custom- 
customers want! Conoco Premium Gasoline has ers will see big, colorful Conoco ads in LIFE, Look, 
TCP*plus...to give cars up to 17 more miles per Saturday Evening Post, and newspapers throughout 
tankful, up to 15% more power! Conoco all-season Conocoland. They'll see and hear Conoco adver- 
Super Motor Oil is fortified with an exclusive dis- tising on Television and Radio...telling them why 
covery that oil-plates engines, protects them 24 hours Conoco is the distance brand...the power brand... 
a day. Good reasons to switch to Conoco! the hottest brand going! 


*TM and pat. owned by Shell Oil Co. 
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Contact your nearest 


CONOCO 


Division Manager 
today! 


H. U. McBirney 
400 W. Madison Street 
Chicago 6, Illinois 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


K. R. White 
P. O. Box 393 
Lincoln 1, Nebraska 


R. W. Abrahamson 
912 Baker Bldg. 
Minneapolis 2, Minnesota 


Dale Chapman 
Southern Division 
1755 Glenarm Place 
Denver, Colorado 


Cc. O. MacLeod 
Northern Division 
1755 Glenarm Place 
Denver, Colorado 


E. G. Hoover 

244 Rowan Bldg. 

6000 Camp Bowie Blvd. 
Fort Worth 16, Texas 


Dean L. McGregor 
800 Commerce Bidg. 
New Orleans 12, Louisiana 


T. R. Abernathy 

401 Fidelity Nat'l Bldg. 

200 N. Harvey 

P. O. Box 795 

Oklahoma City 12, Oklahoma 


W. E. Biggerstaff 
P. O. Box 2197 
Houston, Texas 


©1961, Continental Oil Company 
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Jersey newspapers and are heard 
again over radio stations. 

In going to the state for aid, Public 
Service said the ads claimed a large 
number of homeowners have con- 
verted from gas to oil and that those 
who converted made large fuel savings 
in the past heating season. 

What was really involved was a 
matter of wording. Where ads claimed 
more than 300 accounts had switched 
from gas to oil, they now claim more 
than 300 have signed contracts to 
make the change. In the cold and 
snowy weather of the past winter, 
conversions could not be made as fast 
as contracts were signed. 

Where ads claimed that these same 
300 converts were saving money, the 
ads will now point out they are in a 
position to save money, and the sav- 
ings will be based on the early test 
installations made by Meenan Oil Co. 

But where Public Service claimed 


that savings with oil heat are excessive | 


and canot be substantiated in fact, 
OHC had only to present the savings 
figure based on Meenan Oil’s calcu- 
lations and degree-day records to win 
that point. 


PSimon Oil Co., Gulf gasoline and | 


heating-oil jobbership in Niagara Falls 
N. Y., is plugging a leak in its “oil 
heat is safe” story. It’s reminding its 
fuel-truck drivers—not just the public 
—that fuel oil is safe. 

All the time and effort Simon Oil 
and others area jobbers have spent in 
getting the oil-safety story across to 
the public nearly went up in smoke 
early in May. One of Simon’s fuel-oil 
trucks caught fire, and the driver was 
heard to say, “It could have been 
gasoline or fuel oil.” 

“We've told all our drivers,” says 
Mort Dimet, operating head of the 


| jobbership, “that fuel oil is safe. But 


I guess this driver got excited and 


| didn’t think about what he was say- 
| ing. At least it showed us that we 


have to repeat the fuel-oil-is-safe 
theme among our own employes over 
and over again.” 

When the $12,000 fire was put out, 
fuel oil in the compartment tanks was 
found intact. None of it had burned. 
Reported cause of the fire was a leak 
in one of the truck’s motor-fuel tanks 
that caused gasoline to drip on the 
hot muffler. 


>Hess-brand gasoline and motor oil 
(NPN—Mar. p23) have invaded up- 
state New York, as was expected. 
The first Hess station is in East Green- 


| bush, southeast of Renssalaer, where 


Hess has a terminal. If this outlet 
catches on, expect others to follow. 








AGGURATE 
INFLATION 


TIREFLATORS: 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD gam 
COMPANY (Wy 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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What's Wrong with Oil's PR? 


It needs a thorough 
revamping to cope with 
today’s problems, says 
NPN’s Marvin Reid 


DEAR BRETHREN, I’ve been to a 
couple of meetings here in the South- 
west recently which have brought this 
long - smoldering 
sermon to. the 
boiling point. It 
is being preached 
as one guy’s opin- 
ion, if you care to 
listen. It has to 
do with the oil 
industry’s public- 
relations pro- 
gram. 
To get off on 

By Marvin Reid the wrong foot 

and make every- 
body mad, I can’t think of a single 
supplier in the Southwest with an ef- 
ficient public-relations department. 
Neither can I think of one whose top 
marketing officials earnestly endeavor 
to let the general public know what 
they are doing. 

That has to be explained some. 

At this time, to my way of thinking, 
private enterprise’s PR departments 
ought to be dedicated to wooing the 
news media. These departments ought 
to be constantly on the offensive in 
getting news of their companies’ poli- 
cies, official actions, and other impor- 
tant functions of news value to the 
general public. 

The top marketing officials of these 
companies should see to it that their 
PR departments do this. 

Both would find it very easy to woo 
the news media. The average reporter 
doesn’t have to be showered with gifts 
or any such foolishness as that. A 
good reporter, in fact, would refuse 
such approaches if he thought they 
were offered to “buy” him. 

All the top marketing people and 
PR boys need do is let the news boys 
know what the heck is going on. They 
should keep them informed. More im- 
portant, the top officials should make 
themselves available whenever possi- 
ble for additional questions. They 
shouldn’t worry so damn much about 
giving away secrets or inviting Justice 
Dept. action. 
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OIL PUBLIC RELATIONS: ‘The Last of the Wooden Indians?’ 


What brings on such harsh re- 
marks? 

First, at the last Texas Oil Jobbers 
Assn. meeting several marketers 
talked of a need for better public re- 
lations. This has probably been said at 
all industry meetings for the past 10 to 
15 years, but nobody ever seems to 
take it upon himself to do anything 
about it. 

Oh, there have been national API 
programs and that sort of thing. But 
reference here is to individual com- 
panies and individuals in those com- 
panies. It may be different in other 
parts of the country, but the PR slips 
really show here in the Southwest. 

Second, there was another meeting 
in Texas recently. It was the annual 


convention of the American Public 
Power Assn. It seemed almost like a 
nightmare sitting through this meeting 
and hearing speech after speech extol 
the benefits to all mankind of “pub- 
lic” power firms. The speakers, some 
with almost evangelical zeal, painted 
the “private” power companies as 
mean old things out to “get” the 
American consumer. The audience 
ate it up. 

What has this to do with oil? For 
one thing, Rep. Chet Holifield of Cali- 
fornia cited petroleum products as one 
area where “private” industry has “de- 
serted the principle of real competi- 
tion.” He and the others were talking 
mainly about how much better (in 
their opinion) government-owned and 
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government-operated power concerns 
are for consumers than private-enter- 
prise power concerns. But, it seemed 
to me, it wouldn’t take much encour- 
agement for these boys to substitute 
oil for power in their arguments. 

There’s no need to go into detail 
about all the stuff they said, but basi- 
cally they argued that electric power 
is an essential commodity. Since it is 
essential, they said, the public has to 
be protected. Who can best protect 
the public? Why, the government, of 
course. They damn near said it was 
undemocratic for the government not 
to protect the public by running these 
businesses itself. 

They talked about how some big 
private electric companies (they never 
referred to them as public stock com- 
panies, with thousands of sharehold- 
ers) are creating monopolies by ac- 
quiring smaller firms. One speaker 
said he’s against this because he does- 
n’t like “pigs.” Nobody said a word 
about government waste or ineffi- 
ciency in operating the “public” power 
firms. 

What they did say got good cover- 
age in the daily press. These boys 
made themselves available for press 
interviews, radio and TV appearances. 
They not only made themselves avail- 
able—they saw to it that their PR 
people lined up such appearances. 

Such goings on as these, I believe, 
emphasize that the oil industry must 
get its PR head out of the sand. The 
industry has been on the defensive 
ever since the Madison Trial back in 
the Thirties. 

It needs to take the offensive. It 
needs to quit running scared. An all- 
out offensive, in my opinion, eventu- 
ally would win the American people 
to the side of the industry, which then 
would no longer be the whipping boy 
of every wild-eyed and bushy-tailed 
Congressman seeking headlines. 

Let’s give some specific examples 
of constructive action we think can 
be taken: 

Let’s say XYZ company raises job- 
ber margins a quarter of a cent and 
comes out with a new rental policy to 
give more take-home pay to its deal- 
ers. 

The PR boys ought to know all 
about this before it happens, and they 
should hit as many of the news media 
as they can with stories about it. These 
stories should be brief, but filled with 
facts. They should say how many job- 
bers and dealers would be affected, 
what this would mean to them and 
their communities. They should in- 
clude a little background information 
to help the news people understand 
what jobbers and dealers are. If you 
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New economy-price electric pump 
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Farms, construction sites, factories, ranches, and estates 
need an electric utility pump with Bennett dependability 
at an economical price —and here it is. The Series 57, 

is a lightweight, portable, easily-installed electric pump 
for a variety of pumping applications. 


Model 57-4 KR-68 
Pedestal 


Bennett engineering has eliminated belts and gears 
to provide a direct-drive pumping unit with a 
minimum of parts, all permanently lubricated. 
The three basic models, pedestal, skid tank, or 
underground tank, each deliver up to 12 

gallons per minute; all have meters, and are 
available with choice of counters. 


The Series 57 pump, meter and motor 
assembly, is Underwriters’ Laboratories- 
approved. Durable red baked-enamel 
finish is weather-resistant. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION - Muskegon, Michigan 
In Canada: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 





How Gates Fuel Oil Hose 
gives you extra deliveries 
per day in any weather 


Comparative tests have proved that 
Gates Fuel Oil Hose is 30% to 40% 
more flexible at 0° F than any of the 
three other leading makes of fuel oil 
hose. This means that it is the ideal 
cold weather hose—easier to handle, 
easier to bend, easier to reel, speeding 
delivery and adding profit-making ex- 
tra stops a day. 

And to further speed delivery, Gates 
Fuel Oil Hose is available in 13%” I.D. 
as well as all regular sizes. If you are 
now using 114” hose, this extra 4%” of 
hose I.D. gives you about a 20% in- 
crease in fuel oil flow, even with 114” 
couplings—another factor contributing 
to make extra deliveries possible. 

Moreover, Gates Fuel Oil Hose is 
made to give a long, trouble-free ser- 


vice life under the extremely rough 
treatment it gets during fuel oil deliv- 
eries. The cover is tough, springy and 
lively even at zero cold. It strongly re- 
sists abrasion damage when dragged 
over sharp gravel and rough concrete 
... abuse that soon wears through the 
cover of ordinary hose. 


You get fast delivery from local 
stocks. Gates Oil Equipment Dis- 
tributors, located in all parts of the 
country, have stocks of fuel oil hose 
on hand, backed by Gates Stocking 
Service Centers in every population 
area. This means that you always get 
fast delivery of Gates Fuel Oil Hose 
from a local source. Call your nearby 
Gates Oil Equipment Distributor when 
you need petroleum hose of any kind. 


The Gates Rubber Company, Denver, Colorado ” 








New, Gates Lok-Pin 
Reusable Coupling 


The exclusive Gates 
Lok-Pin Coupling can be 
installed in 1/10 the time of 
ordinary reusable couplings 
... iS easily installed 

in the field. Moreover, tests 
have proved that this 
coupling has twice the 
holding power of any other 
reusable coupling. 


A Gates Hose for any 
petroleum marketing 
need is quickly 
available from your 
local Gates Distributor 


Building the future <> 
on SO years of 


progress 


CR er 


Gates Fuel Oi! Hose 
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don’t think this simple thing still needs 
to be explained, ask somebody not 
connected with the oil industry what 
an oil jobber is. 

The top marketing officials should 
be available to answer any additional 
questions the newsmen have. 

Why is it so important to get such 
a story out? Hear a disgruntled dealer 
complain to a customer about how his 
supplier is taking all the profit and not 
giving him enough to make a living, 
and you'll know. 

Another example would be these 
gasoline area pricing plans now 
sweeping the country. Why not ex- 
plain these programs to the general 
news media? Give news representa- 
tives any information they want, and 
explain the reasons behind the policies. 
Get the point across to everybody pos- 
sible that a company has adopted such 
a policy to help its many dealers and 
jobbers, as well as itself, make a 
profit. The average person is sensible 
enough that he will understand this, 
and the average newspaper will have 
to print the story because its competi- 
tor will. 

Before the average company in the 
Southwest could launch itself on such 
a PR program as proposed, however, 
it would have to do some internal 
educating and reorganizing. 

In a really effective program, the 
PR man would sit in on staff market- 
ing meetings. This would help him 
keep up with what is going on in 
marketing within his company. He 
could spot a good story; and if he is 
any good at PR, he would recommend 
its release. If the top marketing people 
are really serious about wanting good 
public relations, they would not turn 
down such recommendations except 
for very sound reasons. They certainly 
wouldn’t turn them down for fear of 
Justice Dept. reaction to a_ policy 
that has been put in practice. 

As things stand now, I'd like to see 
a poll of Southwest PR men about 
area pricing. Ten says not more than 
one of them would know what it is all 
about. 

Too many times such is the case. 
And too many times the oil PR man 
serves more as a buffer between the 
news media and his management than 
he does as a help in getting his com- 
pany’s story before the general pub- 
lic. Too many times he considers his 
big productive function to be sending 
out news releases about promotions or 
new plant work. The general public 
is interested in new plants, but could- 
n’t care less about the promotions. 

When a reporter goes to a com- 
pany’s PR department on a story and 


Regions 


is told it has no comment or its offi- 
cials are too busy for personal inter- 
views, he begins to look unkindly on 
that company. The good reporters 
won’t intentionally get back at that 
company at the first opportunity, but 
they won’t walk away from that op- 
portunity, either. 

What I have said here certainly 
doesn’t answer all the problems of the 
industry’s public-relations effort. It is 
just based on opinions I have formed 
over the last decade. The hope is, 
though, that some who read this will 
think the problem out for themselves 
and take some constructive actions to 
improve their PR operations. 

For instance, I wonder how much 
good will a supplier would earn 
among distributors if it were to turn 
its back completely and firmly on 
commercial business? Would the good 
will earned be worth more in the long 
run than the business lost? If such a 
policy were adopted with no stipula- 
tions and preached all across the land 
through news media and by every 
other means possible, would that com- 
pany gradually acquire the best dis- 
tributors in the nation? 

I don’t know, but the danger of not 
doing something about public rela- 
tions certainly seems real to this con- 
servative who has just had the pants 
scared off him by the “public”-elec- 
tric-power boys. 


The West 


California gets new 
trading-stamp law... 
Washington tax rises 


A TRADING-STAMP BILL signed 
recently by Gov. Edmund G. Brown 
should clear up confusion for Cali- 
fornia service-station operators. 

The bill was designed to resolve a 
misunderstanding over a law passed 
two years ago. The state attorney gen- 
eral’s interpretation of that law vir- 
tually ruled out use of trading stamps 
by service stations. 

Assemblyman Gordon H. Winton 
Jr. (D., Merced County), sponsor of 
the bill, said the legislature two years 
ago never intended to abolish use of 
trading stamps by service stations. 

The new bill requires service sta- 
tions to post on their fuel pumps the 
number of stamps available for each 
dime’s worth of gasoline bought. 

Another bill signed by the governor 
prohibits service stations from posting 
any numerals on pumps except those 
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Opens Consumer 
Accounts For You 


AZ 


Open more new consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer 
Fleet Jr. economy to your customers, 
plus the smart, modern compact styling 
that’s changing the face of the nation’s 
service stations. 


Fleet Jr. sells while it saves—brings con- 
vincing economies to your customers: 


e Accurate control of fuel costs 
e Easier, faster, safer refueling @ Pad- 
lock provision for pilferage protection 


You save, too! Fleet Jr. pumps are in- 
expensive to service and maintain. 
Working parts are easily accessible for 
inspection and adjustment, while a 
heavy-gauge steel housing over a 
sturdy welded chassis shrugs off rough 
handling. 


Build more consumer business with 
Fleet Jr., the pump that gives you less 
maintenance, gives your customer 
greater fueling economy. See your 
Bennett representative. 


Fleet Jr. features: 

e New, lower, fresh styling @ Direct 
drive rotary vane pump @ Horizontal 
register @ Perfect dial readability, re- 
gardless of vehicle size @ Built-in 


hm strainer, built-in check 
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SCOVILL 


HAS THEM ) 1] 


permanent or reattachable 


Scovill now makes the industry’s 

most complete line of couplings for 

fuel oil and gas pump hose... in 

both reattachable and permanently 

attached types ... in a wide range 

of sizes ... to both commercial and 

. oo military specifications. As always, 
i aN Scovill provides the fastest delivery 

and the best service with warehouses 

across the country and the largest 

sales force in the industry. For com- 

plete details, write: Scovill Manu- 

Senne Guanes FOR FUEL ON AND facturing Company, Industrial Cou- 
GAS PUMP’ HOSE plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 


Kp isauaue pallial | AW Boulevard. Toronto, Canada: 334 King Street, East. 
| po hen ieetooatias in ieee }i 1) ) bh 


ane EQUIPMENT FOR ATTACHING Hose Couplings by 


BY MACHINE OR HAND IS AVAILABLE. 


SCOVILL 
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showing the gasoline’s tested octane 
rating. 

The octane-rating measure, says the 
governor, is intended to protect con- 
sumers from false advertising of gaso- 
line octane ratings. “Hearings dis- 
closed many cases in which numerals 
were used in advertising or posted on 
pumps that had no relation to true 
octane rating of the fuel involved,” 
Gov. Brown said in signing the bill. 

The state department of agriculture 
will set up the regulations covering the 
area and follow up as the enforce- 
ment agency. 

The law will 
Sept. 15. 


become effective 


Rockies 


Grocery-vending unit 
is said to be making 
money at stations 


SERVICE-STATION sites figure 
prominently in expansion plans of 
Grocerette Vending Machines Inc., a 
year-old Denver 
firm. 

The company 
has just finished 
eight months’ test 
marketing of its 
automatic coin- 
operated grocery- 
dispensing ma- 
chines in Long 
Beach, Calif. 

The grocery 
dispensing ma- 
chines were in- 
stantly popular at service stations, as 
well as in apartment lobbies and 
bowling alleys, says Seymour Heller, 
executive vice president. Heller said 
Vendomatic Ltd., Toronto, Ont., has 
also been field testing the Grocerettes 
at Vancouver, B. C. 

Heller said the companies were 
launching continent-wide sales cam- 
paigns as the result of the tests. 

The grocerettes offer around-the- 
clock service at the drop of a coin 
on everything from meat, butter, and 
milk to toys and auto accessories. 

A typical grocerette is stocked with 
55 quarts of milk or 28 loaves of 
bread on each of three shelves, 20 
dozen eggs, 40 pounds of butter, and 
26 pints of orange juice per shelf. 
One shelf can hold 10 pounds of 
bologna, 18 pounds of wieners, 24 
cans of tomato juice, and 60 pounds 
of bacon. 


By Frank Pitman 








Brake service pays big profits— 
with small investment 


With Grey-Rock, it’s easy for 
service stations to get into the 
profitable brake service business. 
No heavy investment in machines 
or equipment is needed. 


With the Grey-Rock “Sales- 
maker,” they get six popular sets 
of lined brake shoes—the Grey- 
Rock brake service manual—the 
most complete in the industry— 
and their choice of 3 assortments 
of labor-saving brake tools. From 
the beginning they are equipped 
to make money on brake service. 


With Grey-Rock they earn cus- 
tomer confidence, too. They in- 
stall top-quality lining that gives 
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safe, sure stopping power and 
long, economical service life. This 
naturally means more satisfied 
customers—the surest way to 
build steady business. 


Grey-Rock keeps dealers in- 
formed through brake service 
clinics and service bulletins that 
provide facts on all brakes—and 
supports their selling efforts with 
national advertising that builds 
customer acceptance. Grey-Rock 
dealers find that brake service 
helps build sales volume on gaso- 
line, oil, lubrication and TBA, 
too. For details, contact Grey- 
Rock Division of Raybestos- 
Manhattan, Inc., Manheim, Pa. 
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Only Grey-Rock makes BALANCED BRAKE LININGS 


BALANCED BRAKSETS « TRUCKSETS e BRAKE BLOCKS e VEE-LOK* CLUTCH FACINGS e AUTOMATIC TRANSMISSION PARTS 
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Each shelf has a maximum of five 
vending tracks which can be set to 
handle various sized pieces of mer- 
chandise. The machines are made in 
Wichita, Kan., for Grocerette. 

Heller said the company is leasing 
the machines on either an exclusive 
or nonexclusive franchise basis. Dur- 
ing the West Coast test, leases were 
$47.43 per month for nonrefrigerated 
units and $50.83 per unit for the re- 
frigerated units. 

The company said tests showed 
that a daily minimum of $15 in sales 
will make a location profitable, and 
that servicing is necessary only once 
every three days. 


Frontier Refining Co. of Denver 
announced acquisition of 11 service 
stations along U. S. Highway 66 be- 
tween Tucumcari, N. M., and Flag- 
staff, Ariz. They were acquired from 
Corypenn Oil Co. by Frontier’s Bee- 
line marketing division. 

The stations will continue under 
the Corypenn brand. But conversion 
to the Frontier and Beeline brands is 
scheduled later. 

This represents Frontier’s first ex- 
pansion into Arizona and strengthens 
its controlled marketing outlets in 
New Mexico. The new stations pro- 
vide a market for Frontier’s Beeline 
refinery at Farmington, N. M. 





“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M TOP MAN ON THE TOTEM POLE!” 


Your Dealers— and you—can be top men in your town when 
you become a Richfield Distributor. You'll get the very highest 
quality in products, in merchandising, in advertising and in 
supplier help and cooperation. PLUS the exclusive benefits of 
this unwavering policy: Richfield does not market its branded 
products in competition with Richfield branded distributors. 
Like to talk it over? Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida | 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17,N.Y, | 


>Humble Oil & Refining Co.'s ad- 
ministrative offices in Billings, Mont., 
and Denver, Colo., have been consoli- 
dated in Denver. 

Among 450 employes remaining in 
Billings are 135 in marketing. This 
district covers North and South Da- 
kota, most of Montana, and parts of 
Wyoming and Idaho. 

About 60 families have been moved 
from Billings to Denver. 


Connecticut 
Jobbers don't like bill 


on dealer allowances 


CONNECTICUT oil jobbers seem un- 
happy over new legislation that may 
come out of the state legislature this 
year. And they’re unhappy about cer- 
tain legislation that failed. 

This was evident at Connecticut 
Petroleum Assn.’s_ recent one-day 
meeting in Hartford. 

An example of new legislation job- 
bers say they can do without is House 
Bill 2603, which would prohibit the 
selective granting of voluntary allow- 
ances to dealers in price-war situa- 
tions. H-2603 doesn’t outlaw VA’s; it 
proposes that if VA’s are given to one 
dealer, the same must be given to 
other dealers. It would tend to dis- 
courage majors from granting VA’s, 
because all dealers in the state would 
be eligible for the same treatment. 

The same thing applies to jobbers. 

Jobbers say H-2603 doesn’t cover 
all the angles. “There are many other 
ways in which help can be extended 
to a dealer in a price-war situation,” 
says one jobber. “The proposed law 
doesn’t even mention the other ways. 
So what good will outlawing VA’s 
do?” 

And an example of legislation that 
jobbers wanted, but couldn’t get, was 
the proposal to put a 3% sales tax on 
electricity and natural gas used for 
nonresidential heating. Fuel oil has 
been taxed that way for several years. 

Oil men want the competitive fuels 
to operate under the same handicap. 
They thought this was the year in 
which other fuels would be taxed. But 
at the convention, the bill was reported 
to have died in committee. 

Jobbers say they are being hit by 
highway relocation projects and down- 
town redevelopment projects. In both 
cases, station locations are being taken 
over. “We can’t get new locations for 
the same price that we got the old 
ones,” one jobber complains. 

Another adds that no matter how 
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.. troubled 
with 


When unloading transports carrying gasoline or 

fuel oil, a condition often occurs which produces air 

or vapor in the liquid. This causes binding or clogging in an ordinary 
centrifugal pump. Up to this time the only answer to this 

problem has been a more costly self-priming pump. Now Ingersoll- 


Rand has solved this problem with the new “Vapor-Flo” Motor- 
pump. This is a centrifugal pump with a special patented impeller 
that cannot clog or bind. “Vapor-Flo” units cost less than self-priming 
pumps but are up to 20% more efficient. Get complete details 

from your nearest Ingersoll-Rand office or your Oil Equipment Jobber. 


over a century of pump progress 
from the leading manufacturer « « « 


Ingersoll-Rand 


“Vapor-Fle” units 1/2 to 7/2 HP sizes. 82A9 11 Broadway, New York 4, N. Y. 


OTHER I-R PUMPS FOR LIQUID FUEL SERVICE 
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they put up new stations, it’s still tak- 
ing a lot of money. “We have to pay 
about $30,000 for a good site and we 
can’t get away with much less than 
$30,000 for a decent station,” says a 
jobber. “And we've looked at all the 
prefabs you can think of. They may 
go over down South and in other 
areas, but where we are they still 
cost money to fix up so you can 
keep warm in them in the winter,” he 
Says. 

Glenn L. Werly, president of Na- 
tional Oil Fuel Institute, blasted utility 
builder-subsidy programs. 

“These practices,” Werly told job- 
bers, “represent a form of competi- 
tion which the small independent 


heating-oil dealer cannot meet. The 
minimum subsidy ($50 per house) 
represents more than the entire dealer 
gross profit from his annual sales to 
an average homeowner.” 

What’s more, Werly added, if sub- 
sidies are continued and expanded, 
they “will result in the liquidation or 
forced sale” of hundreds of heating- 
oil dealers. 

Werly said gas companies have a 
right to compete for new-home busi- 
ness, but not in the way they are doing 
at present. “I do not believe public 
authority ever intended utilities should 
use their monopoly position and strong 
capital structure to liquidate small 
independent businessmen,” he said. 


TOKHEIM 
Model 697 G-SC Meter 
for gravity tanks 


Helps win and hold 
consumer accounts 


A gasoline flow meter actuated by 
gravity —here’s the ticket for win- 


ning and holding good consumer 
accounts. This Tokheim Series 697 
meter is the farmer’s new friend. 
It enables him to keep proper tax 
records—to run his farm on a better 
business basis. Moderately priced, 
it is accurate, easily assembled and 


SYMBOL OF EXCELLENCE 


installed; has a 100 gallon horizon- 
tal register, 100,000 gallon total- 
izer, and includes a 60 mesh built- 
in strainer screen. Capacity 15 gal- 
lons per minute. Will operate at a 
flow of only 3 g.p.m. Available in 1” 
or %" sizes. Listed by Underwriters’ 
Laboratories. Guaranteed. Call your 
Tokheim representative today. 


Write for bulletin! 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Ave., 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ont. ; Tokheim international, A.G., Lucerne, Switzerland 


“If I am wrong in this assumption, 
the free enterprise system is under 
serious threat.” 


North Carolina 


Oil jobbers hope area 
pricing will help to 
curtail cross-hauling 


MEMBERS of North Carolina Oil 
Jobbers Assn., in Pinehurst for their 
spring meeting, appeared hopeful that 
wide-area pricing in the state would 
discourage cross-hauling. 

Cross-hauling is transporting low- 
priced product from a disturbed-price 
area to another area where prices 
were higher. This tends to spread the 
price war. 

Jobbers at the convention took steps 
to strengthen roadblocks to cross- 
hauling. They endorsed a bill to amend 
powers of the state’s gasoline and oil 
inspection board to require that gaso- 
line be labeled or branded at the time 
of its first sale within the state. The 
state board tried to assume these 
powers last year, but the move was 
ruled out by the state’s attorney. 

With oil, LP-gas, and coal subject 
to a 3% state sales tax, the jobbers 
went on record favoring the same tax 
for natural gas and electric heat. 

To offer gas and electric heat more 
competition, the group is setting up a 
series of one-day comparative-fuel- 
cost schools throughout the state. The 
first is tentatively set for this month 
or next. 

Jobbers are also concerned about 
LP-gas possibly taking more of the 
tobacco-curing market. A new LP-gas 
pipeline is coming into Raleigh from 
Texas. The Raleigh terminal will serve 
in a radius of 150 miles. 

North Carolina oil men want to 
know how much the pipeline move- 
ment of LP-gas will affect its price. 
That will determine whether LP-gas 
will take a larger portion of the tobac- 
co-curing market. Jobbers estimate 
that curing a five-acre tobacco crop 
consumes about 2,000 gal. of No. 2 
oil. They don’t want to lose any of 
that market. 

Bill Henwood, vice president of 
Meenan Oil Co., Levittown, Pa., urged 
jobbers to get on the gas-to-oil-con- 
version bandwagon, as Meenan is do- 
ing in Levittown, N.J. (NPN—June 
p99; NPN—Dec. ’60, p92). But he 
advised them not to become dis- 
couraged by temporary roadblocks 
utility people may try to put up in an 
attempt to blunt oil’s push. 
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Philadelphia 


Heating oil is said to 
face ‘year of decision’ 


OIL JOBBERS at the annual conven- 
tion of Greater Philadelphia Fuel 
Conference last month were told in no 
uncertain terms that this is the year 
of decision for the oil-heat industry. 

The message was hammered home 
by Glenn L. Werly, National Oil Fuel 
Institute president; Charles Kramb, 
home-heat market adviser for Gulf 
Oil; Reggie Moffat, Orlando, Fila., 
jobber; and Norman Curtin, director, 
Anthracite Institute, Newark, N. J. 

Werly said a defeatist attitude of 
some jobbers and refiners “will do lit- 
tle to improve the situation or lessen 
the problems facing the industry.” 

He said anybody in the oil business 
“who still only thinks in terms of ped- 
dling oil is a dead duck.” He expres- 
sed hope that the oil-burner research 
project “could be broadened” to in- 
clude work on a smaller oil-powered 
air conditioner. 

Kramb said good days “are ahead 
for those who choose to make a fight 
for their business.” 

“Through NOFI,” he said, “your in- 
dividual efforts and business oppor- 
tunities will grow in a more favorable 
atmosphere of public acceptance com- 
mensurate with the time and money 
you are prepared to invest in your 
one-roof organization.” He told job- 
bers efforts were being made to get 
into NOFI “the few supplying refiners 
who have yet to support industry ef- 
forts to promote oil heat.” 

Kramb warned jobbers not to ex- 
pect miracles from the fact that a 
one-roof organization has been form- 
ed. “If we harbor the view,” he said, 
“that our task has been accomplished, 
that promotion and advertising cam- 
paigns will spring full blown from the 
fact of organization, we would quick- 
ly undo the good we have accomplish- 
ed.” 

Moffat contended that if oil men 
thought they “had trouble with na- 
tural gas, wait until electric heat gets 
rolling.” He outlined how electric 
utilities, electric-heat manufacturers, 
and others are planning to spend 
$52-million before next April to sell 
the concept of electric living. And a 
lot of that electric living will include 
electric heat and air conditioning, he 
added. 

Curtin said gas and electric utilities 
combined aim to have 84% of the 
total home spacing-heat market by 
1970. “And gas has been on target 


ever since it started its push,” he 
said. 

“Utilities are taking the new-home 
market for granted,” Curtin maintain- 
ed, “and their next step is the con- 
version market. In New Jersey, the 
goal is 300,000 conversions from other 
fuels—coal and oil.” 

In warning that electric heat isn’t 
going to stick to new homes exclusive- 
ly, he said one utility, making 6,500 
electric-heat installations last year, re- 
ports that 5,000 of them went into 
existing homes. “This utility already 
says it has 28% of the home-heat mar- 
ket in its service area,” Curtin ex- 
plained. 

Curtin advised jobbers to start now 


Associations 


“to build on what you have, your 
present accounts.” “The future home: 
owner,” jobbers were told, “is today’s 
homeowner, so look at the fellow you 
are selling today. Take the trouble 
to see he gets full value for every $1 
he spends with your company. 

“Your fuel can be as efficient as 
others, but it can cost more if it isn’t 
used right. Ninety percent of your 
new accounts come to you because 
they have a problem. You should find 
out why you get him and what was 
wrong with his other supplier.” 

Curtin suggests that a “voluntary 
service call to look over each new ac- 
count’s heating plant is the best in- 
vestment you can make.” 








| 
| 


| 
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“,..a can of garbanzo beans, a pound of ground 
round, two chili peppers and...oh, yes...drive 
by the service station and have them run a can 





of Mac’s Cooling System Cleanser* through the 


radiator.” 


— 


*Mac’s Cooling System Cleanser unclogs 





clogged car cooling systems fast. A M. 


single flush does the job... helps metal 
resist corrosion. Most service stations 


carry Mac’s. 


T cooLinG 
® SYSTEM 
: CLEANSER 


— 


A whole series of sales-making ads like this one will 
be telling the story of Mac’s famous radiator products 
(MAC’S NO. 18, SEALER & STOP LEAK, COOL- 
ING SYSTEM CLEANSER) month after month in: 


TRUE - PLAYBOY - FIELD & STREAM - 
SPORTS AFIELD - OUTDOOR LIFE - 
MOTOR TREND - POPULAR MECHANICS - 
POPULAR SCIENCE 2 ss men’s magazines that 


reach your best customers regularly. Watch for them! 
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Your dealers can 
set up to install 
AP Mufflers with 
practically no 
capital investment 


Ken Richcreek, AP Sales Manager, 
| discusses service station muffler 


| business from your point of view. | 


There are many extra services a dealer can prepare himself 
to render. But most of them require a capital investment, 
often in hundreds of dollars. Muffler installation is one ex- 
ception. This highly profitable business requires no invest- 
ment at all in special machines or equipment. Even the 
pneumatic muffler gun developed by AP for fast, efficient 


installation requires no capital outlay. By buying only four | 
popular mufflers at list price for his original stock, the dealer | 
gets an AP pneumatic muffler gun and chisels free. More- | 


over, he gets a free installation manual and free clinic 


training. He doesn’t have to jeopardize his business with a | 


large capital expenditure or work for months just to liquidate 
his original investment. He starts to make money fast. 
And a dealer who installs AP longer-lasting mufflers is sure 
of completely satisfied customers. 


When your dealers take on the AP Muffler line, you can | 


be sure they are not going out on a limb. Any dealer can 
boost his station profit right from the start. 


THE AP PARTS CORPORATION 
22T AP Building, Toledo 1, Ohio 


AP MUFFLERS ARE SOLD BY MORE DEALERS THAN ANY OTHER BRAND | 








What They're Saying 


About lack of producer 
support for marketing 
... Gallons vs. profits 


@CThe lack of 

producer support 

for research and 

other efforts in- 

tended to expand 

markets is a phe- 

nomenon that de- 

fies explanation. 

. . . Nothing else 

could account for 

- a producer of a 

Ingalls raw material 

having so _ little 

concern with finding new uses for 

his product. It would seem to me for 

example that the producers—alone or 

in their associations—would take more 

than casual interest in the research and 

promotional programs to be carried on 

by the National Oil Fuel Institute and 

the Asphalt Institute... . And am I 

wrong in thinking that producers 

could, if they wished, carry on pro- 

grams of their own, using independ- 

ent research facilities? Philip C. 

Ingalls, assistant to the vice president 

of exploration and producing, Mobil 
Oil Co. 


CC It seems to me 

that we in the 

marketing of pe- 

troleum products 

should make up 

our minds to for- 

get about gallons 

and concentrate 

on making a pro- 

fit! It does no 

good to sell alot 

Bennett of gallons —or 

one gallon for 

that matter—if we do not make a 

profit. I don’t think this idea should 

necessarily be confined to the jobber. 

It should be the primary objective of 

everybody in the marketing of pe- 

troleum products, whether he is a vice 

president of an integrated company, 

or a tank peddler!” E. K. Bennett, 

president, National Oil Jobbers Coun- 
cil. 


¢¢We just put a man in space. That’s 
great. But with all this technical 
knowledge, we still don’t have in our 
industry an oil-powered conversion 
unit for a gas-fired warm-air fur- 
nace.” William Henwood, vice presi- 
dent, Meenan Oil Co., Levittown, Pa. 
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NOW THERE IS 


ONE NEW NAME 
ONE NEW SYMBOL 
ONE EASY WAY 














TO ORDER, STOCK AND SELL 
AUTOMOTIVE PARTS 


Transmission 


simply say Delco 


Simply say Delco... and you've said it all! A new 

name for well-known automotive replacement parts 

manufactured by many General Motors Divisions 

... anew look for the Divisions themselves ... anew 

identification—"‘United Delco,” for United Motors 

Heico Service, the organization which distributes the parts 
. and a new symbol—the Circle of Precision, to 

replace the familiar U-M-S oval. They all mean Delco, 

and Delco means more efficient, more convenient, 

more profitable business for you! [J This new look 

extends all down the line, including the packaging 

Harrison ... brilliant and color-keyed to simplify your displays, 
sales, inventory and supply. Everything in the new 

program takes full advantage of the famous Delco 

name ...a name that consumers know and trust, 

and associate with quality and dependable service. 

@ All you do is simply say Delco and you have a com- 

plete line of consumer and trade-accepted parts for 

tune-up and light repair. Then watch the money roll in! 





Delco- Remy / electrical system parts 
Delco Batteries 


Delco Rochester / carburetors, repair kits and 
chemicals 


Delco Packard / wire and cable 

Delco Products / shock absorbers 

Delco Harrison / thermostats 

Delco Hyatt / bearings 

Delco New Departure / bearings 
Delco Guide f automotive lamps and lamp parts 


Delco Moraine / brake fluid and brake parts 


Delco Appliance / windshield wiper systems, 
heater, defroster and 
accessory motors 





FREE SERVICE TRAINING ... thirty schools, part of the GM 
Training Center Program across the country, where your cus- 
tomers and their employees receive practical, scientific schooling 
in automotive maintenance and repair. These schools feature 
modern classrooms and equipment, small class enrollment with 
individual attention, free tuition and training materials. Courses 
cover: Tune-up e Light mechanical repair e« Delco-Remy 


Electrical Equipment e Delco Rochester Carburetors e Hydra- 
Matic transmissions. Ask your United Motors representative. 


LATEST CATALOG AND SERVICE INFORMATION. ..catalogs 
designed specifically for use by your dealers, countermen and 
salesmen. Well illustrated and indexed, these United Delco 
catalogs save time and trouble. Fast moving parts in all United 
Delco lines are separately cataloged for quick reference by your 
customers. To further assist your dealers, latest service infor- 
mation is available in condensed bulletins and in the Delco TBA 


Service Manual which provides complete service information for 
tune-up and light repair on all popular cars. 
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ORIGINAL EQUIPMENT LINE 








POWER RATED 


FAMOUS LINES .. . made even more famous by association 
with Delco. A recent survey of car owners revealed overwhelming 
consumer acceptance of the Delco name. With no prompting, 
73% of car owners said Delco is the top name in automotive 
parts. Delco was first in batteries with 87%, first in shock 
absorbers with 67%, first in starting and ignition parts with 76%, 
first in brake parts, carburetors, cable, thermostats, always 
among the top five in almost any part you can name. It's easy to 
see the selling power of the complete Delco parts line. 


EFFECTIVE ADVERTISING SUPPORT ... you get excellent 
advertising support from every major advertising medium when 
you carry the Delco lines! Wherever you look or listen—network 
TV and radio, consumer and trade magazines, colorful outdoor 
boards, all pound home the Delco quality theme. Sales aids, 
point-of-sale material, special service tools, local advertising 
to support sales at the peak of your selling season... all help 
you sell your customers and, in turn, help your customers sell 
the Delco lines you carry. 





~~ 


Unitea Y 
Delco 


TUNE-UP SERVICE 





WHOLESALERS, CAR DEALERS, SERVICE STATIONS, 
GARAGES ... EVERYBODY BENEFITS THROUGH 


United Delco 


Wherever there's a demand for quality parts and skilled service, Delco fills the demand—to full measure! That's 
why car owners favor the dealer who sells Delco... they believe in the name and the product that accompanies it. 
@ Consumer acceptance and preference for Delco helps your retailers sell the Delco lines you supply. Why 
not take advantage of this built-in sales appeal by carrying the complete Delco line? Join the national network 
of Delco wholesalers in this new, completely integrated marketing and merchandising program. Then 


watch business grow, bolstered by a continuing program of seasonal promotions that Delco sends your way. 
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CASH IN ON TUNE-UP, LIGHT REPAIR AND 
SAFETY SERVICE WITH UNITED DELCO'S 


‘Pattern for Profits” 


Since modern drivers demand safety and performance in 
their cars and are willing to pay for both, United Delco 
provides you and your customers with a sensible, scientific 
way to get your hands on those extra dollars. 

How? With Delco’s Tune-up Center and Light Repair 
Center. In combination, they form an efficient, well-balanced 
service operation that will attract more customers for 
everything your retail accounts sell. Start profiting now. 
Get the whole story from your United Motors representative. 





TUNE-UP CENTER .... the right inventory of fast- 


moving Delco ignition and carburetor parts, correctly 
balanced for turnover. Four cabinets available. Dealer cost 
about $90 to $600, including cabinet and parts inventory. 


LIGHT REPAIR CENTER ..... durable, compact. 
Features brake parts and fluid, shocks, bearings, stats— 
all Delco! Three models, dealer cost about $210 to $610, 
including cabinet and parts. 


DELCO... 


ee, 
ORIGINAL EQUIPMENT LINE 


POWER RATED 


ANNOUNCING THE GREATEST PROMOTION 
YOU'VE EVER HAD TO STOCK YOUR 
DEALERS WITH DELCO BATTERIES... 


12 FREE TRUCKS FOR 


Here it is! The Delco Battery ‘Pocket of Profits’ promotion... 
12 free trucks and other prizes . . . ladies’ diamond rings, stereo 
and hi-fi sets, color TV, Frigidaire automatic washers and dryers, 
movie cameras, electric shavers ... all to show your customers 
how easy and profitable it is to sell Delco batteries! 


The big contest is for retailers to name the new Delco-tronic 
Battery Checker. With it, they can check battery voltage output 
while they check water and oil—in only five seconds! You sell this 
precision instrument at a special low price during the Promotion. 


336 PRIZES FOR YOUR SALESMEN 


For each winning entry in the retailers’ contest, the wholesaler 
salesman who validated the entry wins, too! Six $1,000 and six 
$500 U.S. Savings Bonds will be awarded, also hi-fi phonographs, 
movie cameras and projectors, wrist watches and many other prizes! 





PLUS SELLING AIDS 


Free to your customers when 
they enter the contest. Brand- 
new “DIAL-A-BATTERY,” a 
mechanical display that shows 
consumer which Deico he 
needs, also WINDOW BAN- 
NER advertising 5-second 
battery check. 











Six New Chevy Trucks ... %-ton Fleetside pickups . . . all grand 
prizes during the “Pocket of Profits’’ promotion! Six battery dealers 
will win them. Each truck is equipped for complete road service 
with such features as: 4-speed transmission, 3,000-/b. rear springs, 
heater, directional signals, service lights, 4-ton wrecker with sling 
and other accessories. A profit-making addition for any service 
station, car dealership or garage. 


DELCO BATTERY DEALERS! 


HOW DEALERS ENTER Six New Corvair Trucks ... popular Rampside pickups . . . they're all 
THE “POCKET OF PROFITS" second prizes! With their curb side loading ramp, these trucks are just 
CONTEST the ticket for easy-on, easy-off delivery. Six battery dealers will win them 

(see official entry blank .. . all custom-equipped with 6-ply white wall tires, direct air heater, 

for complete rules) 2-speed wipers and windshield washers, wheel covers and two-tone paint. 


1. The United Motors wholesaler 
salesman gives a demonstration 
of the 5-second Battery Checker. 


. The dealer makes up a name for 
the checker which describes its 
convenience and business-build- 
ing possibilities. 


. He writes the name on the 
Official, pre-addressed, postpaid 
entry blank and mails it. 














ALL AROUND THE COUNTRY, YOU RECEIVE FASTER, 
MORE CONVENIENT, MORE PROFITABLE SERVICE WHEN YOU 


Wherever you are, you find that United Delco is nearby, ready to serve you in a hundred different ways. The 


organization is many things: convenient zone offices, well-stocked warehouses, service training centers for 


your customers and their employees ... all strategically located across the country; and it is people... field 
men, service instructors and many others, all with one goal—to help you sell Delco. If increased profits and 
more satisfied customers are the words you live by .. . why;not join the most progressive parts distribution 


team in the country? It's as easy as calling your United Motors representative. 


UNITED MOTORS SERVICE, Division of General Motors 











Your dealers can do first-class tune-up jobs on a// carburetors with Delco-Rochester’s 
complete line of Carburetor OK Kits. These OK Kits contain all the necessary parts... 


gaskets, needle and seat, pump plunger ... for a quick, quality carburetor tune-up 
on a// popular U.S. cars and light trucks. m When a car owner needs a carburetor 
replacement, your dealer can give him peak performance and economy with a factory- 
calibrated and flow-tested Delco-Rochester Carburetor. m Whatever your customers’ 
carburetion needs, encourage them to simply say Delco —the complete service line 
that's going places fast. The complete line of Delco-Rochester service 
and replacement parts is distributed nationally through Umited Delco 
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New Delco 222 heavy-duty brake fluid has passed every heavy-duty test in all states with brake fluid 
regulations; it conforms to SAE 70R1 specifications and fulfills the strict quality and performance 
requirements established by Delco Moraine, Division of General Motors. Delco 222 e won’t harm 
rubber parts e has no corrosive action on metal parts e mixes with all other approved fluids e remains stable 
at braking temperatures e has no vapor lock or boil off at high temperatures e /ubricates internal parts for 
longer brake cylinder life e is free flowing at lowest temperatures encountered in actual service. Sell 
competitively priced Delco 222, and be confident your customers get the safe, reliable brake fluid 
demanded by today’s heavier cars and higher speeds. And, for extreme service applications, sell 
Delco Super 11 Extra Heavy-Duty Brake Fluid. It conforms to SAE 70R1, 70R3 and Federal Specifi- 
cations VV-H-910, is perfect for the toughest jobs. Ask your United Delco Supplier for the complete 
facts on Delco brake fluids... . Your customers deserve the best when it comes to safety. 
Delco Brake Fluid. is distributed nationally through United Delco 


UNITED MOTORS SERVICE, Division of General Motors 
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HOW MANPOWER 


Gasoline & Oil Companies! 


Manpower, Inc., the world’s largest Tempo- 
rary Help and Business Service has a long 
and exciting history of helpful service to firms 
in every segment of the Petroleum Industry. 
Because of the sharp seasonal peaks expe- 


rienced in oil refineries, oil company offices, 
and station operations, oil companies have 
found the use of Temporary Help one of the 
most effective management tools at their 
disposal, 


IN YOUR OFFICE 
Typing 
Monthly Billing Work 


Here are just a few of the many 
ways Manpower Services are used by | 
Gasoline & Oil Companies 
all over the country: 


ADVERTISING & 
SALES PROMOTION 
Telephone Work 


Credit Card Processing 
Stenographic Work 
Mailing Work 

Vacation Replacements. 


Models for Station Openings 
Convention Work 

Survey Interviewing 
‘Mystery Shoppers”’ 
Point-of-Purchase Set-Up. 


IN YOUR REFINERIES 
& WAREHOUSES 
Delivery Help 
Material Handling 
Maintenance Work 
Snow Shoveling 
Messenger Work 
Truck Washing. 


Use Manpower, Inc. employees whenever you need them and as long as you need them at economical 


hourly rates. We pay all salaries, taxes & insurance. . 


. keep all payroll records. ALL MANPOWER 


EMPLOYEES ARE BONDED FOR YOUR PROTECTION. 


IMPORTANT! Within the next 60 days, 
your local Manpower Representative will 
be in to see you. Ask him for a copy of 
our report: “A Program for Gasoline & 
Oil Company Executives.” 


bs 2 
> 
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manpower, inc. 


Over 200 Offices in the U.S., Canada, Mexico, & Europe 
World Headquarters: 820 North Plankinton Avenue 
Milwaukee, Wisconsin 








Nylon is fine 
for stretch swimsuits 


but not for 


no-stretch 


truck tires! 


y, VREX rioxon TIRE CORD GIVES 33% LESS GROWTH THAN NYLON. 
LESS GROWTH MEANS MORE MILEAGE, LESS GROOVE-CRACKING, 
BETTER MATCHING ON DUAL MOUNTS. 


Keeping a tire customer happy is the best way to keep ranging from 80,000 to 100,000 miles! 

him coming back. With TYREX rayon cord tires, EASIER MATCHING ON DUAL MOUNTS — Tires with exces- 
your customers get these big advantages over nylon: sive growth are hard to match, carry more load, wear 
LONG, MONEY-SAVING MILEAGE — 40.2% more miles in faster. 

continuing Texas fleet tests... (on tires made to sell in LESS GROOVE-CRACKING — That means TYREX rayon 
the same general level range) . . . with mileages now tire cord gets less exposure to damaging moisture. Less 


TYREX INC., Empire State Bldg., New York 1, N. Y. TYREX (Reg. U.S. Pat. Of.) is a collective trademark of TYREX Inc. for rayon tire yarn and cord. 
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exposure to harmful grit and chemicals, too. 
KEEPS MORE OF ITS STRENGTH as tire heat soars. 


No wonder fleets that test TYREX rayon tires vs. nylon 
tires are going over to TYREX rayon cord. For increased 
profits—and morerepeat business—stock and push TYREX 
rayon cord tires. 


y y, TIRE CORD 
AVOIDS NYLON STRETCH! 


TYREX rayon tire yarn and cord is also produced and available in Canada. 
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RAY SMITH ASSOCIATED CO.'S SWITCHING TO TYREX 
RAYON TIRES. The fleet on which the above mileage tests 
are being made includes 383 tractors, 505 trailers that haul 
cement. Amazing test results have them switching! 





Widest Selection of RALNII|I LOADERS 


Hene’s Where... 


you'll find selection — complete 
selection — of standard liquid 
loaders and liquid loading equip- 
ment. Slide sleeve types, scissor 
arm types, bottom loaders, short 
range and long range types. 


Hone’s How. . . 


we'll help you. Just send us your 
loading problems. If a standard 
loader can’t do the job, our en- 
gineers will design one that will. 
Chances are, your “special” will 
be made up of standard OPW 
products, saving you many dollars. 


That's Why... 


OPW is your best bet to solve 
your loading problems. You have 
available to you a selection of over 
30 standard OPW Liquid Loaders. 
And if it isn’t in the catalog, we 
make it for you. 


NATIONAL PETROLEUM NEWS ° July, 1961 





COMPRESSION 
SPRING BALANCED 


COUNTER 
BALANCED 


TORSION SPRING 
BALANCED 





If you know your general requirements 
but would like to have a guide to pin 
point your needs, write for Catalog LL 
It gives dimensions, sizes every 
thing you need 


Why not get acquainted with and com- 
pare all of OPW’s Liquid Leaders by 
writing for Catalog LL. Take a few 
minutes of looking through this new 
catalog for the latest in liquid loading 
equipment. Dozens of illustrations, 
concise descriptions designed to make 
your loading problems easy to solve 
It's the most complete guide of liquid 
loading equipment. 


AND ... MORE THAN 30 STYLES TO CHOOSE FROM 


DOVER CORPORATION Opw DIVISION 


2735 COLERAIN AVENUE * CINCINNATI 25, OHIO * Ki 1-5400 
VALVES e COUPLINGS e SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Where does 


back room 
business 
come from?’ 


Cars don’t get on the lube rack by 
themselves! 


Back room business starts at the island. 
When a smart station operator asks a 
customer, “How long since you've had a 
new oil filter?” he starts a chain reaction. 
He can end up selling the customer an oil 
change, 2 lube job, an air filter replace- 
ment and other TBA items. 


This kind of business puts real profits 
in dealers’ pockets! And in today’s mar- 
ket, back room business can make the 
difference between whether a dealer 
makes a go of it or closes his doors! 


But somebody has to point out to the 
dealer the potential of this market and 
just how easy it is to get a share of it. This 
is where FRAMARKETING*® enters 
the picture. Not a one stage, one phase 
plan that works for a limited period, 


FRAMARKETING* is a year ‘round, 
round-the-clock sales development serv- 
ice—the industry’s most complete. 

Over 200 Fram field representatives 
are at work daily with special oil com- 
pany dealers’ problems. Fram’s sales in- 
centive programs keep the dealer contin- 
ually promoting filter sales. Fram’s broad 
advertising program builds acceptance 
for Fram Filters with consumers coast to 
coast. Product innovations, such as new 
Fram “Wear-Guard” construction assures 
customer satisfaction for repeat business. 

It's no wonder that Fram Filters are 
sold by more service dealers than any 
other brand. Why not give all your deal- 
ers the benefits of FRAMARKETING* 
through your own organization? For de- 
tails, phone or write National Accounts 
Division, FRAM CORPORATION, 
Providence, R. I. GEneva 4-7000. 


SFRAMARKETING...the automotive industry's most complete service 
for development of volume filter business ... through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 
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6 WHO SAY, YES! 


Here are six of the many thousands of dealers 
who say, “YES, SERVICE MEANS MORE THAN PRICE 
IN SELLING ANTI-FREEZE!” 


Herb Millington, Kansas City, Mo. 
“Listen, if you sell complete winterizing ser- 
vice, you’re way ahead of the price cutters. 
Customers want this service! And you'd be 
surprised at what we make on badly needed 
new fan belts alone. And did we make money 
on our ‘PRESTONE’ Anti-Freeze sales? You 
bet we did!” 


Gene Graham, Chicago, Ill. 

“IT had my best year last year —sold 1,500 
gallons of ‘PRESTONE’ Anti-Freeze. Did I sell 
service? I sure did! It pulls in anti-freeze 
sales, and you know, I made a nice profit on 
new hoses, too.” 





John Ford, Portland, Ore. 

“TI try to service all of my regular customers 
before the first-freeze rush. If a customer gets 
caught in this rush, he’s likely to go some- 
where else and see his anti-freeze ‘dumped’ 
in. Naturally he says to himself, ‘That looks 
easy,’ and next year he’s joined the do-it- 
yourself group.” 


Frederick Haug, New York, N. Y. 

“I don’t know about other dealers, but I had 
one of my best anti-freeze years last year 
— sold over 80 cases. Good service and 
‘PRESTONE’ Anti-Freeze are what did it for 
me! I point out that I have the proper equip- 
ment to give good service—and good service 
often means new parts, more sales!” 


Wallace Hawkins, Minneapolis, Minn. 
“Fair trade is out in our state so what I do 
is start early — before the cut price ads break 
and sell both SERVICE and ‘PRESTONE’ Anti- 
Freeze. Sure my customers like it. What’s 
more, I’ve been making good money replacing 
worn out service parts!” 


Monroe Owens, Dallas, Tex. 

“I get most of my regular customers EARLY 
for complete winterizing service and 
‘PRESTONE’ Anti-Freeze. And, as a result, I 
sell a lot of new hoses, belts and thermostats, 
too! Believe me, there’s no better way to sell 
anti-freeze than with SERVICE!” 


If you haven't yet discovered the sales power in SERVICE plus “’Prestone” Anti-Freeze, 
do it this season. When you sell service, you sell peace of mind! And when you sell 
“Prestone” Anti-Freeze, you sell the world’s most tested, most trusted protection! 


UNION 


52 


“Prestone” and “Union Carbide” are registered trade-marks for products of 


woul UNION CARBIDE CONSUMER PRODUCTS COMPANY : Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N.Y. 
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PLASTILUX : the sign of DISTINCTION 





INSIDE 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


x NEON PFPROYMUCsS 


INCORPORATED 
® ima 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


LL ee service stations. 
Please have a Signvertising Engineer call. 


ee RE 


Address 





Keep jobs moving with 
WEMoID Big 7 Hose 


Whether you’re selling to service stations or fuel oil to homeowners, Thermoid has a com- 
plete line of hose for petroleum service . . . as well as air and hydraulic hose for allied 
applications. Your Thermoid Big T distributor has a complete line in stock for immediate 
delivery. Call on him today for products that have full approval of many of the major oil 
marketers. He also carries a complete line of automotive hydraulic brake parts and fluid, 
brake shoes, fan belts and hose. For more information, write Thermoid Division, Thermo 
200 Whitehead Road, Trenton 6, New Jersey, or phone JUniper 7-3000. hermoid 


HOSE FOR 


TANK TRUCKS 
deliver long service 


QUAPRENE CL TANK TRUCK. Oil-resistant tube 
and cover. Especially suitable for use with high 
speed pumps. Red neoprene cover resists abra- 
sion and weather. Inner construction of cotton and 
wire braid can be reformed to original shape with 
a mallet. Withstands 150 Ibs. working pressure. 
In sizes 114" to 4”. 


QUAFLEX TANK TRUCK. Ideal for heavy duty suc- 
tion and discharge service. Wrapped cover with 
inner reinforcement of rayon braids and spring 
steel wire. Lightweight and easy to handle, yet takes 
hard usage. Lengths to 50’ in 114” to 4” sizes. 
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HOSE FO 350 L.P. GAS. For vapor release lines and loading 
tank cars, domestic tanks, bottles and cylinders. 
Molded cover with heavy braided rayon construc: 

BUTANE-PROPANE tion. Tube resists permeation of volatile gas. 
Checked for static conductivity. Non-marking, grey 


resists permeation neoprene cover. Accepts working pressures to 350 


p.s.i. In 25’, 50’ or 500’ lengths; 42” to 1” sizes. 





L.P. VAPOR LINE. For vapor release lines and load- 
ing tankcars, domestic tanks, bottles and cylinders. 
Molded cover with rayon braided reinforcement. 
Has oil-resistant tube. Has red, non-marking neo- 
prene cover. Accepts working pressures to 300 
p.s.i. In 25’, 50’, or 500’ lengths; 34” to %” sizes. 


HOSE FOR GAS STATIONS — 
with long-wearing qualities 


PETROLINE CURB PUMP. Designed to withstand 
long, hard usage with molded cover and rayon, 
wire-reinforced, carcass. Flexible for ease of han- 
dling. Available in long lengths; 34” to 1” sizes. 





HOSE FOR 
FUEL OIL DELIVERY 
gives top performance 


FUELMASTER FUEL OIL. Highly flexible and kink- 
resistant with a remarkable ease of handling. Avail- 
able with tightly braided high-tensile rayon cords 
in 2- or 3-braid construction. Static wire woven into 
carcass. Lengths to 175’ in 1” to 144" sizes. 


THERMOID DIVISION p ! H. K. PORTER COMPANY, INC. 


200 WHITEHEAD ROAD, TRENTON 6, NEW JERSEY 


























HARD-NOSE 


STUBBORN STAYING POWER KEEPS WORKMASTER V8’s ON THE JOB 


UNDER HE HOOD For moving big loads and saving big money, 


Chevrolet’s Workmaster V8’s have know-how aplenty, but knowing when to quit is another story. 
They’ve got a stubborn streak a yard wide that keeps them slugging away on the job when lesser 
engines have given up and gone back to the garage. To put this kind of bullheadedness on a practical, 
paying basis, only the highest quality design features are good enough, and the Workmasters have ’em 
all. That’s why you'll find them under the hoods of veteran Chevy heavyweights everywhere, under 
thick layers of grease and grime attesting to thousands and thousands of miles of trouble-free service. 


Behind the unique Workmaster brand of performance, 
durability and economy is a spare-nothing engineering 
approach which results in a design offering 348 cubic 
inches of tight-packed, top-level engineering know- 
how. In either version, the Workmaster or the 
Workmaster Special, the roster of features offers 
evidence of truck engineering at its best. 


It starts with ultra-uniform, fully machined wedge- 
type combustion chambers @ that deliver top smooth- 
ness and fuel-stretching efficiency. Aluminum 
pent-roof pistons @ are steel-belted at top ring groove, 
with chrome-faced top and oil rings for long life. 
Maximum-duty valving © includes heat-resistant 
aluminized inlet and Stellite-faced high-alloy steel 
exhaust valves, with hardened exhaust valve seat 
inserts and positive-acting Rotocoils. Valve actuation 
is by durable roller chain camshaft drive @ with 
self-adjusting hydraulic valve lifters. Shock-resistant 
forged steel crankshaft © is induction-hardened at 
main and crankpin journals for extra-long wear. 
Premium-quality Moraine 400 main and connecting 
rod bearings © deliver up to seven times conventional 
bearing life. Full-pressure lubrication system is sup- 
plied by positive gear-type pump @ and includes 
full-flow oil filter as standard equipment. Pressurized 
by-pass cooling system features full circumference, 
full length water jackets @ to keep temperatures 
uniform and minimize distortion and wear. And © 
a 2-pint oil bath ar cleaner is standard equipment. 


These are the features that put Chevrolet Work- 
master V8’s in the championship class for performance. 
Why not see your dealer and find out how easy it is 
to get them working for you! . . . Chevrolet Division 
of General Motors, Detroit 2, Michigan. 








Workmaster | Workmaster 


PERFORMANCE DATA Special V8 V8 





“Displacement, cubic inches —-348 348 


183@ 3700 219@ 3700 
~~ 160@ 3700 193@ 3700 | 
~ 315@ 2200  335@ 2800 | 
~ 285@ 1800  302@ 2600 | 


Gross HP @ governed rpm 
Net HP @ governed rpm 
Gross Torque, lb-ft @ rpm 


Net Torque, Ib-ft@ rpm 





Carburetor type —__2-barrel 4-barrel | 





MODEL APPLICATIONS 
Truck Series Max. GVW Max. GCW 





Engine Model 








Workmaster Special V8 (C70,L70,T70 23,000 1b 42,000 Ib 





~ C80, L80,T80 25,0001b 51,000 Ib | 
M70 Tandem 36,000lb 51,000 Ib 


Workmaster V8 
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PARKER A!RCRAFT CO. FLUID SYSTEM COMPONENTS 


° DESIGNING 
A JET 
REFUELER? 


SPECIFY Parker COMPONENTS... 
AVAILABLE NOW. 


FOR MAXIMUM RELIABILITY AND SAFETY!! 





PARKER ‘refueling equipment in use!! CHEVRON refueler servicing UNITED AIR LINES jet at San 
Francisco International Airport. 


PARKER components are available for the complete system—for the jet refueler, for the hydrant 
% system, and for tank truck automatic bottom loading! 
' PARKER is the world’s largest manufacturer of aircraft fueling system components — for over 


15 years!! 
‘Pa rker 
AIRCRAFT CO. 


WRITE FOR DESCRIPTIVE LITERATURE 
5827 WEST CENTURY BOULEVARD 


LOS ANGELES 45, CALIFORNIA 
DISTRIBUTORS IN ALL MAJOR CITIES 
EUROPEAN AFFILIATE: 

Parker-Hannifin N.V. Schiphol Airport, Holland 


A DIVISION OF PARKER-HANNIFIN CORPORATION 
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540 Series Cantilever Pole 
(luminaire not included) 






9900 Series 
Area-Lites 








8900 Series 
Horizontal Island Lighter 





New Revere luminaires and poles 
provide attractive, high-level lighting 
for modern service stations 


Modern design of the Revere Cantilever pole and fluores- 
cent luminaires shown above results in strikingly attrac- 
tive service station installations that pull in customers. 


Design of this equipment to meet today’s lighting 
needs of service stations is typically Revere—attractive, 
functional, efficient and durable. Modern 540 Series 
Cantilever poles (with 9900 Series luminaire) “reach 
over” approaches to put the light where you want it. 
Gracefully styled Area-Lites (utilizing four or six high- 
output or extra-high-output lamps) mount in many ar- 
rangements to light pump islands and service areas. 


OUTDOOR 


Revere Electric Mfg. Co. 


The 8900 Series provides an attractive horizontal island 
lighter that mounts singly or in continuous runs 12 feet 
or longer by joining the 6- and 8-ft. units end-to-end. 


Whatever the requirements of your service station 
lighting, Revere can fill them with advanced lighting 
equipment—structurally matched for strength and bal- 
ance, and design matched for peak lighting efficiency 
and attractive appearance. 


Write for Bulletin 900-16A for full information on 
luminaires and Cantilever pole shown, 


LIGHTING 


7420 Lehigh Avenue e¢ Chicago 48, Illinois (In suburban Niles) 


- Long Distance Phone: NI les 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


VR-1-202 
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“Thanks to the BIG GALLON. 
our business is booming!” 


Every Cities Service dealer is talking about our biggest 
gasolene promotion of all time... the BIG GALLON...no bigger 
in quantity, but big in quality...and only Cities Service has it. 
Millions of dollars are being spent to promote the 
BIG GALLON and it’s paying off... BIG! 


Here are only some of the thousands of enthusi- “... with Cities Service Oil Company advertis- 
astic comments received from Cities Service ing, how can I miss.” FALLS CHURCH, VA. 
dealers. 


“..it offers my customers more of what they 


“| ,.for my money, it is TOPS!” — waxrnam, mass, : a 
want in a gasolene. MILWAUKEE, WISC. 


“... greatest impact of any major oil company 
advertising to date.” FOX CHASE, PHILA., PA. - i It’s a first!” "naeBWwenuy. 2. 2 
“ ,. the BIG GALLON advertising gives me 


\ cc - ~ 99? et : 
something to talk about to my customers.” --+» More sales! NAZARETH, PA. 
BIRMINGHAM, ALA, 


«wonderful advertising program.” “...Customers tell me they get better per- 
italia: ta formance from the BIG GALLON.” 


CORTLAND, N.Y. 


“',.an eye-catching promotion for all.” 


“cc 2 s ° 99? 
eee Big in quality ! BLOOMINGTON, ILL.’ 
PATERSON, N.J. 


Cities Service provides their jobbers and deal- 
ers with multi-million dollar advertising and 
promotional support + personalized marketing 
and advisory help + top quality products - 
fast, dependable service. Cities Service, known 
and respected in the petroleum business for 
more than 51 years, will go to work for you! 
Contact your nearest Cities Service office for 
information or write: Cities Service Oil Com- 
pany, 60 Wall Street, New York 5, N. Y. 


Out front in Quality... [CITIES SERVICE 
Out front in Service, too! 
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step up your 


with AC’s 


AC's national advertising in Life and Post during June and 
July features the money-saving benefits of AC Spark Plugs. 


Boost your summertime profits (and those of your dealers) by urging 
them to recommend, sell and install AC Fire-Ring Spark Plugs, de- 
signed to deliver utmost gasoline economy and lIonger effective life. 
They'll enjoy the extra business —and so will you! 


Here’s why ACs last longer 


AC's exclusive hot tip heats faster, coo/s The near-diamond hardness of the AC 
faster to provide self-cleaning action, ceramic insulator permits thin construc- 
keeps spark plug at peak efficiency /onger, tion of the tip for better heat conductivity, 
lengthens spark plug life. without sacrificing strength. 


The massive electrode developed by AC 
keeps cooler in operation, extends life by 
reducing material burn-away and the need 
for frequent gap adjustment. 


get the selling edge with 
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summertime profits 
complete spark plug line 


. 


NOW YOUR DEALERS CAN SELL 
EVERY DRIVER WITH ONE LINE— 
ACs ARE NOW MADE FOR 


EVERY AMERICAN CAR AND TRUCK, 


AS WELL AS FOREIGN MAKES 


The royal road to increased service business 
for your dealers this summer leads right down 
the AC line—and it leads off with AC Fire-Ring 
Spark Plugs. There’s an AC Spark Plug now 
for every American car or truck and for 
foreign cars now being imported to this coun- 
try. Backed by a hard-hitting program of 
advertising and merchandising, AC Fire-Rings 
are in demand by motorists who want top 
performance from their cars all year ‘round— 
so stock up now and be ready for the extra 
spark plug business that’s headed your way. 








Here are some other 
advantages you get when you 
stock and sell AC 


* A continuing program of re- 
search and product improvement 
that ensures your customers of 
outstanding quality whenever they 
buy AC products. 


* A wide accessory line of the 
highest quality products—sold 
exclusively under the nationally 
famous AC brand name. 


* Better profit margins through 
faster turnover, resulting from 
greater consumer recognition and 
acceptance. 








CO profit AChievers! 


July, 1961 * NATIONAL PETROLEUM NEWS 








ATLAS SNARK 


TITAN 
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How 
NEPTUNE © 
METERS 
SPEED 
LOADING. 
OF 
MISSILES 






— In the tense moments before blast-off, when the “bird” is being fueled, a Neptune 


Meter is at work. As liquid fills the missile’s tanks, the meter smoothly ticks off 
every pound. If required, it can shut off the flow at the exact preselected quantity; 
it can even turn off the pump and light a “ready” lamp. 

For fueling-up and other purposes, four missiles . . . Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for ground support. Simplicity, accuracy, 
and proved reliability are the reasons. 

The basic meter is exactly the same as’those you use on your trucks and bulk 
plants. These same meters are widely used for metering jet fuels. Because Neptune 
engineers have been working on ideas for your future, we were able to help solve 
special metering problems, such as temperature compensation, required for missiles. 

Past, present, and future, Neptune is the meter . . . and the meter company . . . 
you can rely on 


NEPTUNE METER COMPANY 

47-25 34th Street, Long Island City 1, N. Y. 
Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters, Ltd., Toronto Ontario 


LIQUID METER DIVISION 
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Only Wayne gives you continuous-duty 
pumping at no extra cost 


This is a cutaway view of the famous Solo pumping unit found 
in all of Wayne’s regular island pumps. It is so designed that 
the motor well is surrounded by the product being dispensed 
—is amply cooled for continuous motor operation under all 
conditions. Thus where you would ordinarily pay extra for a 
continuous duty motor, Wayne provides it as standard. 


Continuous-duty rating is just one of a dozen extras you get 
in the completely self-contained Solo pumping unit. For ex- 
ample, it features not one, but two, filtering screens of 120- 
mesh corrugated Monel—one on the inlet side to protect 
the Solo unit itself, the other on the discharge side for 
added protection. 


Or take the dual-float system. This offers absolute air sepa- 
ration under all conditions and boosts Solo unit capacity 
about 2 gpm over ordinary units. Or a small thing such as the 
adjustable pulley ...simple, positive, so designed that with 
proper use the belt will last the life of the pumping unit. 


This is what Wayne quality means. . . not generalizations, but 
specific design and construction advantages. Extras at no 
extra cost. Engineering refinements that add measurably to 
the life of mechanical parts. You will find them not only in the 
Solo unit, but in every component of Wayne island pumps. 
And the benefit to you is dollars and cents saved through 
years of trouble-free operation with an absolute minimum 
of maintenance. 


ai 
e WORLD'S LARGEST 
> rey 


SL ed J ' ed 
7) % 
of WW. a VAN MANUFACTURER O' 
da “¢ GASOLINE PUMPS AND 
om) ia F 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation « Salisbury, Md. « Fort Wayne, Ind. 
WAYNE PUMP CANADA, LTD. « Toronto, Ontario 
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This picture symbolizes the cash savings to oil refiners that Canco’s new light- 
weight can of double reduced plate makes possible. e These savings come 
from both lower initial cost and reduced shipping weights. e After complete 
testing, both in the laboratory and in the field, Canco backs the satisfactory 
performance of its new light-weight oil can with a full warranty. 
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Canco estimates new light-weight cans of double reduced plate 
will save the petroleum industry $3 million a year. 


Most refiners are now ready to take advantage 
of this cost-reducing development. 
Are you ready? 


Canco engineering and technical services—available 
through any of our sales offices—are ready to help 
you convert to new cost-reducing light-weight cans. 

Per-case savings vary according to can specifica- 
tion. Total savings for the whole industry, however, 
could amount to more than $3,000,000 a year. 

Completely researched and tested 

The Steel Industry’s recent perfection of double 
reduced plate first made these new light-weight cans 
possible. Canco Engineers spent months in intensive 
research adapting the new plate to an oil can of 
value. Before putting the can into full-scale produc- 


tion, they put it through every kind of test—both in 
the laboratory and in the field. 
Backed by Canco’s full warranty 

These tests prove that the added strength of dou- 
ble reduced plate makes it a successful substitute 
for heavier-weight plate used in conventional oil 
cans. The strength of the new light-weight oil can is 
adequate for normal in-plant handling and subse- 
quent distribution. Shelf life is equal to that of 
the regular can. Canco backs the satisfactory per- 
formance of its new light-weight oil can with a full 
warranty. 


Full information is available from any Canco Sales Office. 


AMERICAN CAN COMPANY 


LULALOYL 
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New York, Chicago, New Orleans, San Francisco 
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Mushroom-shaped control tower has picture windows on all 
sides. A two way intercom system permits conversing with 
any employee on the 94-acre site. 











Rockwell meters, air eliminators, strainers and Rockwell- 
Nordstrom valves are grouped in area adjacent to railroad 
loading racks. Twenty cars can be loaded simultaneously. 


The terminal also includes a divided wharf on the river 
where four 20,000 bbl. barges can be loaded or unloaded simul- 
taneously. Closed circuit TV is used to monitor this operation. 


—GULF'S MEN 


CONTROL 
TOWER 


load and dispatch 
5000 gallon tank 
trucks in 5 minutes 


Rockwell Remote Metering 
System speeds operations 
in one of the world’s 

largest products terminals 


Gulf Oil Company’s large new terminal in Pitts- 
burgh was engineered to move products to markets 
fast! 

Heart of operations is an elevated control tower 
overlooking the entire facilities. From here incom- 
ing trucks are directed by loudspeaker to any one 
of 20 Rockwell-metered bays. Each meter register 
is electrically connected to a ticket printing register 
in the tower. 

No fuel can be dispensed until the tower operator 
locks and imprints a ticket for a “‘start”’ reading. 
After a truck is filled the ticket is again imprinted 
with the “‘stop” reading. This action also breaks the 
circuit. A carbon of the ticket showing the exact 
gallonage dispensed is sent by pneumatic tube to 
the driver as his bill of lading. 

This system results in faster loading and simpli- 
fied accounting. It also helps control stock losses. 

For full details on how to save time and money 
in your plant see your Rockwell meter jobber or 
write us. Rockwell Manufacturing Co., Dept. 121G, 
Pittsburgh 8, Pa. In Canada, Rockwell Manufactur- 
ing Company of Canada, Ltd., Box 420, Guelph, Ont. 











In the control tower remote meter registers face the truck loading bays. 
Illuminated control panel in foreground guides the movement of product 
to tank trucks, tank cars and river barges. 


Driver loads tank truck through remotely controlled Rockwell meter. 
Loading a 5000 gallon truck takes only five minutes. 


REMOTE REGISTRATION 


another fine product by 


ROCKWEL 


a, 














BEST BUY FOR 
STATION AIR 


NEW WORTHINGTON 
MONOBLOC * € COMPRESSOR 


Based on first costs, on operating costs and on safety, 
too, your best buy for service station air supply is the 
new Worthington MONOBLOC X Compressor. 
Here’s why. 


First, all your money goes toward buying a quality 
motor, quality compressor, controls and tank. You 
don’t waste it on unnecessary belts, belt-guard, sheaves, 
long base and on the labor required to assemble them. 


In installation, the MONOBLOC saves you $30 or 
more in parts and labor because it comes completely 
wired. There’s no starting switch to buy, install and 
wire in. No belt alignment and adjustment. 

Note that the MONOBLOC fits wholly over the 
tank itself with no overhang. This saves valuable 
space, of course. And the whole compressor is more 
stable, better balanced and, because it is lower, easier 
to service, too. 


Safe? Absolutely—there are no exposed rotating 
parts anywhere on the MONOBLOC X Compressor. 


To give you the long operating life with the least 
maintenance, the MONOBLOC is built with the new 
Worthington X Compressor design. The wide-stance 
X-shape virtually eliminates harmful vibration because 
it balances all reciprocating thrusts better. The single 
(instead of two) rotating element helps eliminate vibra- 
tion, too. 

In addition, a silicon-treated filter element removes 
over 99°% of the dirt from incoming air—the most 
dangerous source of compressor wear. The tapered 
roller bearings cut friction. Stainless steel valves 
eliminate corrosion no matter where the installation. 


The MONOBLOC X Compressor is available in 
sizes to handle any combination of lift and tool air 
service. For full information, call the Worthington 
Distributor listed in your Yellow Pages. Or write 
Worthington Corporation, Section 34-9, Holyoke, Mass. 


WORTHINGTON 
PRODUCTS THAT WORK FOR YOUR PROFIT 
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This is a G-E LIMBERLITE 


== Your dealers will find 1001 uses for it. 


3 


GENERAL 
ELECTRIC 


AUTOMOTIVE 
LAMPS 
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You'll get it free and you can give 
it to your dealers free with an 
order for General Electric 4000 
series headlamps. 


Watch the August issue of this mag- 
azine for the latest G-E promotion 
designed to help you sell more 
headlamps. 


General Electric Company, Miniature 
Lamp Department M-131, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 





m ‘Gl FORD 8% TRUCKS 

= BROADER WARRANTIES... 

~ GREATER DURABILITY... 
BIGGER CHOICE! 























@ New Super Duty V-8 Dealer Warranty—100,000 miles or 24 months! 
@ New extended Dealer Warranty for entire truck line—12 months or 12,000 miles! 
@ New stronger frames and huskier cabs for Conventional Cab models! 
@ Now 222 money-saving Tilts, Tandems and Conventionals with Super Duty V-8’s to choose from! 


Ford’s rigid quality control program gives you 
unsurpassed dependability! Positive evidence 
of uniformly high production and inspection 
standards is the exclusive new 100,000-mile 
engine warranty. On 401-, 477- and 534-cu. in. 
Super Duty V-8 engines, each major engine 
part (including block, heads, crankshaft, valves, 
pistons, rings), when engine is used in normal 
service, is warranted by your dealer against 
defects in material or workmanship for 100,000 
miles or 24 months, whichever comes first. 
Warranty covers the full cost of replacement 
parts . . . full labor costs for the first year or 





Tandem Axle models are available with tilt cabs. 
As with conventional tandems, aluminum walking 
beams, wheels, fuel tanks are offered to cut weight. 


New tougher tandems offer greater strength inchassis, 
cab and sheet metal . . . new wide-track front end 
stability. Powered by rugged Super Duty V-8’s, Ford 
tandems go up to 51,000-lb. GVW, 75,000-lb. GCW. 


QUALITY-BUILT... 
MAINTENANCE- 
ENG/NEERED 
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50,000 miles, sliding percentage scale thereafter. 

In addition, an extended warranty covers all 
1961 Ford Trucks of any size. Each part, 
except tires and tubes, is now warranted by 
your dealer against defects in material or work- 
manship for 12 months or 12,000 miles, which- 
ever comes first. The warranty does not apply, 
of course, to normal maintenance service or to 
the replacement as normal maintenance of such 
items as filters, spark plugs and ignition points. 
No other truck gives you such protection for 
your investment; never before could you be so 
confident of long-range durability! 


Most popular Tilt Cabs on the American road! 1961 
models represent five years of improvements. Four 
series—up to 36,000-Ib. GVW, 65,000-Ib. GCW. 


New huskier conventional trucks feature lighter, 
stronger frames of high-tensile steel .. . heavier gauge 
metal and stress-isolating independent mounting for 
radiator, fenders and cab. 


FORD TRUCKS COST LESS 
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Cotton First: 


FROM OIL EQUIPMENT HEADQUARTERS 
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LIQUID. 
SEAL VENT 


'® efficient... economical 
® faster filling time 
© safer venting 


An entirely new concept in Liquid Seal Vents. 
. Completely new principle. No moving parts. 


When vapor pressure in storage tank exceeds 4 ounces, due | 

to pumping operation or change in temperature, the 

sealing liquid is moved out of the vapor flow and tank is 

freely vented. No pressure build-up to retard filling time. 

No moving parts. Nothing to get out of order, stick or bind. _ 

When filling stops, the liquid automatically returns to base of 

vent making a 4 ounce pressure seal. Withdrawal of 
MORRISON product 6t.9 lowering pt engeceiey tends to cause the ae 

BROS. forming of a vocuum. When this exceeds 1 ounce the sealing ‘ 

liquid is again removed from the line of flow allowing free 

intake of atmosphere. When vacuum has been relieved, aes : 

sealing liquid returns to base of vent automatically. Reavis 

no more attention than ordinary oil seal vents. Three inch © 

size only. Maximum pump capacity 250 gallons per 

minute. Specify Figure 412 in ordering. 














NOW... use our skilled 


Engineering Service. Our trained staff of 
engineers is ready fo serve you at all times. 


Send your problems to Morrison Bros, Co. MORRISON BROS. Co. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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CASH-IN ON 100 MILLION 
VALVOLINE AD EXPOSURES 


Cut yourself a chunk of big-time profits with 
Valvoline’s expanding distribution and ever-in- 
creasing acceptance by dealers and motorists. It’s 
a big money-making opportunity, and here’s why: 


VY You get a vigorous, continuing program of 


advertising in national magazines such as 
Saturday Evening Post, Newsweek, Sports Il- 
lustrated and a dozen other mass circulation 
and special automotive interest publications. 
Your sales message of quality is delivered to 
more than 100 million strong! 


You get maximum attention, impact and sales— 
designed right into this bright new profit 
package. 


You get a big product advantage with the 
exclusive additive Chemaloy . . . which makes 
Valvoline the world’s most modern motor oil. 


You enjoy the money-making prestige of 
handling the petroleum industry’s first famous 
brand name . . . Valvoline now sold in 54 
countries throughout the world. 


MAKE YOUR MOVE TO VALVOLINE ... WRITE, WIRE OR CALL TODAY! 


VALVOLINE OIL COMPANY ° Refinery—Freedom, Pennsylvania * Home Office—Ashland, Kentucky 





Worig: 


MOTOR oI- 
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8 First - World's Fines 


Division of Ashland Oil & Refining Company 


rhe 
Nustra 
a ted 





Ih al=we ol=s-) ame li (ol qmeoxellle)ilare, 








~ Ask your distributor now iad 
— EVER-TITE COUPLING CO. INC. am 
.254 West 54th Street, New York 19, N.Y. 
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Ahead of the News 





IN WASHINGTON 


Shrinkage Tax Rebate—Service-station operators got 
only part way this year with their drive for a tax refund 
to make up for gasoline shrinkage. Now they must pin 
their hopes on a Treasury Dept. study requested by 
Congress to determine the exact amount of gasoline 
lost through evaporation after retailers pay gasoline 
taxes on delivery. The Senate proposed a 1% refund, 
but it was scratched at the last minute, pending study. 
* 

‘South Bend’ Case—Chances are this is the first of 
a series of such cases, say sources close to the Justice 
Dept.’s antitrust division. Atty. Gen. Robert Kennedy 
and antitrust chief Lee Loevinger have said repeatedly 
they will concentrate on price-fixing cases that have 
direct impact on the consumer. 

Justice Dept. won’t do all the work. The Federal 
Trade Commission is likely to move in when majors 
appear to act in concert locally in raising gasoline 
prices. One possible trouble spot—increases that appear 
to be “simultaneous” in the wake of price wars. (For 
a report on South Bend fines, see page 92). 


* 
Prop for TBA-Override Ban—The U. S. Supreme 
Court has dealt major oil companies a setback in the 
TBA controversy. The court’s refusal to review the 
Osborn vs. Sinclair Refining Co. case adds to the load 
of companies fighting the Federal Trade Commission’s 
recent sweeping ban against sales agreements for over- 
riding commission on TBA. Osborn’s charge that Sin- 
clair canceled a service-station lease because he failed 
to buy enough sponsored TBA stands now as a violation 
of antitrust laws, and the only thing left for determina- 
tion is what the damages amounted to. 
® 


AROUND THE COUNTRY 


Crash Promotion—Tidewater is experimenting with 
a new type of station-promotion in the West. Tide- 
water selects a small community, then sponsors a satu- 
ration promotion program for 60 to 90 days instead 
of short-term promotions at single stations. Radio and 
newspaper advertising plug the products and stations. 
Tidewater’s appropriation, around $2,000, is partially 
matched by distributors and dealers, who supply dough- 
nuts and coffee. Tidewater reports substantial gallon- 
age boosts in the towns where this has been tried. 


& 
Talking 66—Phillips Petroleum is beating the bushes 
for good jobbers in the Northeast, it’s reported. Com- 
pany reps have been calling on jobbers in New Jersey, 
New York, and southern New England, evidently lay- 
ing groundwork for the last leg of Phillips’ “March to 
Maine.” Effective July 1, Phillips has two operating 
jobberships in New Jersey: L. S. Riggins, Vineland (see 
NPN—May p113), and Consumers Oil Corp., Trenton. 
Consumers, which signed with Phillips last month, has 
been a Richfield jobber for 25 years. It handles about 
26-million gal. a year, has about 30 stations, 1,200 
oil-heat accounts, and about 100 commercial accounts. 
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Premium-Regular Differential 


A 2¢ DIFFERENTIAL between regular and 
premium grades of gasoline is predicted by a 
major-company marketing head. Where it has 
been tried, the ratio of premium-grade sales has 
shot up. With plenty of alkylates available, he 
reasons that the cost of premium grade can be 
trimmed to warrant a smaller differential. A 
ratio increase would improve gross gasoline in- 
come, offsetting the reduction in the price of 
premium grade. He thinks, though, this will re- 
sult in the same jobber margin for both regular 
and premium. 











Watch American—Watch for things to start popping 
soon in American Oil Co.’s campaign to become No. 1 
marketer in the nation. American remains tightlipped 
on specific steps planned, particularly on expansion 
into the Southwest. But American’s president, L. W. 
Moore, offers these clues: 


e@ Service Stations—Planned increase from 22,500 
to 29,000. About $100-million will be spent this year 
alone on additions, modernization, and improvement. 

@ Super-Stations—They’ll be tried out in popula- 
tion centers of 100,000 or more after a successful 
one-year test in Vincennes, Ind. (NPN—May ’60, p92). 
There, gallonage of one super-station came within one- 
and-a-fraction per cent of all nine stations it replaced. 
TBA volume was greater. 


@ Fuel Oil—“You will see in the next 12-18 months 
that we are much more aggressive than we have been.” 


e Truck Stops—“We will extend our truck-stop 
program.” 
e 


Imprinters for Gulf—Gulf Oil will install more than 
26,000 Addressograph-Multigraph imprinters at its sta- 
tions over the next three months. By the end of the 
year, eight new electronic scanning devices will be in 
use at Gulf’s regional accounting centers in Philadelphia, 
Houston, Atlanta, and Toledo. Gulf, which claims 
over 3-million credit-card holders, decided to adopt 
imprinters years ago. But mechanical and other delays 
held up wide-scale installation until now. 


Canada TBA Probed—Sale and distribution of tires, 
batteries, and accessories in Canada will be investigated 
by the government’s Restraint of Trade Practices Com- 
mission. First hearing is set for Sept. 1 in Ottawa. 
Hearings in other cities are expected. The investigation 
stems from a report of the commission’s staff that TBA 
practices of oil-company suppliers tend to reduce com- 
petition. Says the report, “Service-station networks are, 
in substantial measure, fenced-in markets.” 


More Ahead of the News 
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Ahead of the News 


Nine-Grade Blending—Marketers believe Sun Oil will 
postpone whatever plans it may have had to introduce 
nine-grade gasoline blending in other areas than Char- 
lotte, N. C. Reason: After nearly two months, the 
Charlotte market is still rocky. At one point last month, 
at least one supplier was selling gasoline to dealers at 
0.5¢ gal. Pump price was 4.9¢ gal., ex taxes. Some 
marketers say Sun Oil was a little suprised itself at 
the dynamite in its two subregular blends (180 and 
190), which meet private-branders on the nose (NPN— 
June p86). Two three-grade marketers reportedly are 
toying with the idea of using their third pumps (said 
privately to be dubious money-makers) for a “fighting 
grade” of gasoline instead of super-premium in price- 
stricken areas like Charlotte. One way or another, 
many majors seem set on checking the growth of 
private-brand gallonage—by selling either secondary 
or fighting grades. 





o 
Dual-Brand Study—aA national major is making a 
comprehensive study of dual-brand retailing activities 
' to determine what its position should be. This study, 
which involves a survey, was prompted by the increase 
in major-brand companies handling a second-brand 
gasoline. 

* 

Robot Information Booth—Cities Service Oil Co. is 
experimenting with an electronic “brain” that answers 
questions motorists ask frequently at service stations. 
The brain is getting a trial at a key Cities Service station 
on the Jerseey Turnpike this month. If it is successful, 
similar machines will be installed at selected stations 
throughout the company’s market area. 

About 200 questions will be provided, on such sub- 
jects as route directions, hotel accommodations, and 
sightseeing information. Motorists press a particular 
button and get an answer card. 

Present plans are to interest a number of New York 
City hotels, including possibly the Waldorf-Astoria, in 
a joint promotion. Cooperating hotels would be in- 
cluded on the cards. 

* 
Heat's on ‘Enco’ — Famariss Oil & Refining is chal- 
lenging Humble Oil’s use of the Enco brand in several 
Western states. Famariss, selling under the “Econ” 
brand in West Texas and New Mexico, has filed a 
. cease-and-desist suit against Humble in Lovington, 
N.M. At the same time, Humble has filed in Lubbock, 
Tex., federal court, asking declaratory judgment that 
there’s no conflict between brands. A year and a half 
ago, Humble bought a chain of “Famas” stations 
from Famariss, but there’s no working connection be- 
tween the companies. (1961-62 NPN FACTBOOK er- 
roneously reported acquisition of Famariss by Humble). 


+ 

Degree-Day Deliveries Old Hat?—If a heating-oil 
jobber in New York City gets approval from the Federal 
Communcations Commission, delivering oil by the de- 
gree-day method could become old fashioned. This 
jobber’s system uses an electric device in the tank that 
sends impulses by radio to flash a light in the home 
office whenever the tank needs oil. 
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Triple-Damage Sought—An independent California 
distributor is seeking $90,000 treble damages from Shell 
and Wilshire in state superior court. The distributor, 
Coldiron and Peeples Oil Co. of Redwood City, con- 
tends it has lost that much by May 31 in a price battle 
allegedly between Shell, a major, and Wilshire, a sub- 
sidiary of Gulf Oil. The distributor says Shell and 
Wilshire outlets were selling from 1.4¢ to more than 4¢ 
ga. below 11¢-gal. average wholesale posted price in the 
Los Angeles area. Says Bill Coldiron, president, “If 
they are going to destroy the independents, they should 
pay for it.” He added that his company will take the 
case to federal court if state action fails. 

* 
Another Dual-Brander—Latest newcomer to the 
ranks of big oil companies marketing under two or 
more brands is Tenneco Oil, Houston, marketing sub- 
sidiary of Tennessee Gas Transmission Co. At least 
eight major oil companies now market secondary 
brands, one of the hottest controversies in oil market- 
ing today (NPN—Jan. p81). In changing from “Bay” 
brand to Tenneco, Tenneco Oil plans to maintain 
some Bay-brand stations, selling gasoline at the private- 
brand level. All new company-owned stations being 
built will fly the Tenneco banner, selling at major- 
brand prices. About a month ago, some 300 of Ten- 
neco’s 832 Bay-brand stations had been converted. 
Tenneco is making its long-anticipated move into Hous- 
ton later this year, and is expected to hit other major 
Texas cities thereafter. Tenneco seeks to become a 
major oil company. 

. 
Humble Moves in California—Now Humble has 85 
outlets in California. Latest acquisition is Petroleum 
Products Co., Stockton, Calif., with 21 service stations 
in the San Joaquin Valley and bulk plants at Stockton, 
Lodi, and Modesto. Humble plans to operate the sta- 
tions under the “Enco” brand. 

& 
Service-Station Definition—The marketing division 
of American Petroleum Institute isn’t going to endorse 
the definition of a service station recently adopted by 
Western Oil and Gas Assn. The definition was cir- 
culated to members of the general committee last 
month, and quite a few suggestions were received, says 
Adam Rumoshosky, division director. Among sugges- 
tions: The definition should stress that an automotive 
service station is “primarily” a place for selling petro- 
leum products, and should not rule out major repairs, 
painting, and body work. Rumoshosky says that per- 
haps there should be more than one definition to fit 
different purposes, particularly zoning. 


IN DETROIT 


1961 Car Output—Despite current auto-industry an- 
nouncements that car output in 1961 will reach 5.5- 
million to 6-million, a big New York investment house 
is staying with a forecast of 5-million. This is a far cry 
from some earlier auto-industry predictions of 7-mil- 
lion autos. 
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Trends to Watch 


High tank-wagon structures seem to be on the way out. Abruptly in some areas, 
gradually in others. Market developments in recent weeks have put the spotlight 
On the traditionally high postings of the West Coast. In the Midwest and the 
Southeast, where TW structures have been lower than the West Coast but still 
relatively high, they, too, are under heavy downward pressures. Each structure 
now shows signs of cracking. 


The West Coast market changed dramatically when Shell Oil cut TW prices 
2¢-3¢ in mid-May (NPN—June, p82). Shell, instituting a new “normal” pricing 
plan, in effect seized the price initiative from Standard of California, a high-tank- 
wagon proponent. Previous “normals” had stood since 1957. Marketers east of 
the Rockies observed they thought there was “a lot of water” in the West Coast TW. 


A California marketer says Shell’s plan employs base-point pricing Coastwise. 
Wholesale differentials in various areas seem to follow actual hauling differentials, 
he says. “Shell must contemplate reflection in the retail field as well,” adds this 
marketer, “with a slightly higher structure in the outlying areas, away from big 
metropolitan areas.” 

Dan Lundberg, public relations counsel of California Petroleum Marketers 
Council, feels the Shell move is likely to develop more stability than instability: 
“T find it hard to look for stability among dealers whose company tries to protect 
them on the basis of what the immediate competition is doing, as compared to 
looking at a company’s dealer that enjoys the same wholesale price.” 


“The independent dealers were disturbed by the move at first,” says Lundberg, 
“but since it has had no effect whatsoever on retail prices in the Los Angeles area, 
they have come to ignore it.” 

Lundberg believes the move is a step forward: “It will take only one company 
like Shell to employ a base-point system to virtually require everyone to take 
base-point pricing realities into account before they try to establish outlying prices.” 

One aspect of Shell’s plan is that it tends to reduce or eliminate subsidy handling 
and the paperwork and legal considerations that go with it. 


Another aspect, says a Coast marketer, is that Shell becomes the first major 
in the West to adapt its TW price away from the traditional market-area concept 
to the “freeway concept”—something the independents have instinctively used 
for years. This means recognizing that motorists who live in one area and work 
in another (say, Los Angeles and Bakersfield) can choose between prices in both 
areas. This brings equality between prices in metropolitan areas. In the past, by 
contrast, the Bakersfield market among majors was a couple of cents higher than 
the Los Angeles market. 


Now look at the Midwest. Much the same thing has been happening since Shell 
introduced its Trading Area Plan—with “realistic” TW prices—in Chicago and 
Detroit (NPN—March p94). Again, Shell was seizing price initiative, this time 
from Indiana Standard. The TW postings skidded to ruinous lows, bounced up 
but have raised some doubts whether they will hold at former levels. 


And look (ahead) at the Southeast, where Standard of Kentucky has long held up 
a high, protective TW “umbrella.” Merger plans between Kentucky and Standard 
of California (see page 94) invited a countermove by Jersey Standard, through its 
operating subsidiary, Humble. Area marketers expect Humble to wade in with 
lower TW postings, such as exist in other Humble markets. And that, they say, 
spells big trouble for traditional levels in the Southeast. 
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Your Personal Business 


Having trouble getting your training program across? Or with trainees who are 
slow in formal and private study, but otherwise worth the time and effort to 
cultivate? 

You might try one of the new teaching machines now on the market. 


These devices offer a higher degree of probability that the student will absorb 
what he is being taught. And properly used, they enable the student to teach him- 
self and progress at his own speed. 

Actually, the machines themselves cannot “teach.” The body of carefully organ- 
ized information they contain does that. But they offer perhaps the best way of 
presenting that information, while reducing the chance of a student’s attention 
wandering—as might be the case with a heavy textbook. 

The educational trade calls this “programmed instruction,” and it can be pre- 
sented effectively in the pages of a book, too. The difference is that, instead of 
turning a page, a knob or lever is operated to move a paper tape or film strip 
past a window in the machine. The real secret of programmed instruction is in 
preparing the material so it is in logical and readily understood sequence. 

Teaching machines already available range in price from $10 to $5,000, depend- 
ing on their complexity and the job they’re designed to accomplish. 





—NPN— 
Oil marketers, aware of the purchasing power of women, have bent over backwards 
in efforts to please women with their products and, in particular, their methods of 
presenting them. But pleasing women, more than any other endeavor, can be said 
to begin at home. 

So before you think of painting all your stations in pastel shades, you might 
take a look at your company’s annual report. A survey of women stockholders 
shows that most believe annual reports should be more colorful, more interesting, 
more informative and more meaningful. A substantial majority said that if their 
holdings brought them an annual dividend of $100 or more, they would be more 
than willing to return 50¢ to pay for the production of the kind of report they 
envisage. 

Graphics Institute, which made the survey, also reported that women are sus- 
picious of the “short, guarded report,” and would prefer to see annual reports 
accompanied by photographs and explanatory charts—especially charts. 
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TAKING A LOAD OFF YOUR MIND 
You can always be sure with a Smith-Erie 

gasoline pump... sure of sustained accuracy 

year after year. Years ahead in styling, 

too — beauty made to measure by 


Smith- Ea. 


y 


he 





SMITH-ERIE SALESMAN “48” SINGLE PUMP 
Smith-Erie’s compact pump — a short 48” 
unit for better visibility. Large, sloped-back 
eye-level dials are clearly read day or night — 
by night with normal overhead station lights. 
For the new, lower cars, both customers and 
attendants can easily see the amount of sales. 
One-hand motion to reset computor and start 
motor. Hose nozzle and hose are flat against 
side of pump. Heavy-duty, high-speed Sales- 
man “48” pumps are also available. 





SMITH-ERIE SALESMAN “48” TWIN PUMP 
The Salesman “48” is also available in a twin. 
The twin pump or dispenser is the same size 
as the single pump — base 17”x 2342”. The 
side-mounted nozzie holster permits even 
greater space saving. The twin dispenser may 
be had for either one or two products — the 
twin pump for one product only. Existing 
single pumps can be easily replaced as this 
twin fits in the same isiand space. The ideal 
pump for more volume. 




















SMITH-ERIE L-3 SINGLE PUMP 

Here is the first, finest and most imitated 
canopy pump on the market today. Modern, 
streamlined styling enhances the appearance 
of any service station. Dual-purpose canopy 
conceals the lighting and protects the dial face 
from rain, snow and dirt. The wide dial face 
is framed in stainless steel. Available with re- 
tractable hose. Equipped with famous PM 2 
meter and Veeder-Root computer. Also avail- 
able as a heavy-duty pump at 23 gpm. 


SMITH-ERIE L-3 TWIN PUMP 

Smith-Erie L-3 pumps are also available in one 
or two product twins — in retractable outside 
hose only. Smith-Erie twins have the same 
outside dimensions as the single pumps. They 
occupy a minimum of island space while pro- 
viding service to two customers simultaneous- 
ly. All Smith-Erie L-3 pumps are easy to main- 
tain — stainless steel dial frame and scuff 
plate protect finish from damage. Panels are 
of bonderized steel, prime-coated and enam- 
eled — easily changed or removed. 


Through a GY. better way 


AO.Smith 


Smith-E.._ Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. 
Offices: Atlanta 5, Georgia; Chicago 3, Illinois; 
Houston 2, Texas; Los Angeles 17, California; New 
York 17, New York; Newark, California; Tulsa, 
Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. 
Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 


SMITH-ERIE COMMERCIAL PUMPS — The Smith-Erie line includes 
pumps for commercial applications — for airports, boat docks, bus 
terminals, farms, plants and truck fleets. Pictured from the left are 
Smith-Erie farm fueler, commercial unit with totalizing counter and 
airport-marine dispenser. 


Besides gasoline pumps and dispensers, Smith-Erie produces 
petroleum meters in a complete range of sizes and pressures, 
and a wide range of metering accessories. Write direct for 
further facts on any of these Smith-Erie products. 


Litho in U.S.A, 





PACKAGE YOUR PRODUCT IN AEROSOL CANS? WHY NOT? 
HARDWARE IS NOW SPRAYED FROM THEM! 


Not only hardware products such as penetrating oils, but throat spray, paint remover, toothpaste 
and many more. Why? Because aerosol cans make convenience a major selling advantage. 


And why Crown? Because Crown originated disposable pressure packages. Crown offers you both 
the greatest experience and the most complete line—striking new seamless Spra-Tainers and 
Fabricated Cans featuring superb lithography. Pressures, propellants, internal coating systems— 
Crown knows aerosols from A to Z. Call on Crown! 


CROWN CORK & SEAL CO., INC. 


9300 Ashton Rd., Philadelphia 36, Pa. 
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ON TV FOR Sinclar 


Score another run for Sinclair Distributors, Marketers and Dealers! Sinclair Refining Company is 
sponsoring the top-rated “Lawrence Welk Show,” 9 to 10 P.M., EDT, over the ABC-TV network, 
every Saturday through September. This follows Sinclair sponsorship of “The Red Skelton Show.” 


Yes, right through the peak summer season, Lawrence Welk and his “Champagne Music Makers” 
will be selling a great new name in gasoline, Sinclair Dino, and other famous Sinclair products. 


Aggressive advertising is just one of the reasons why it will pay you 
to investigate the advantages of handling Sinclair products. For the 
many other reasons, ask your Sinclair Representative, or write Sinclair 
Refining Company, Manager of Distributor Sales, 600 Fifth Avenue, 
New York 20, New York. 
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EDITORIAL 


Invitation to Trouble 





RRESPONSIBILITY is getting to be one 
of the worst problems in the oil business. 
This fault may be found in all segments, at 
many levels—worst of all, at the top in more 
than a few cases. Not all companies or mar- 
keters are guilty, but the few who indulge them- 
selves in this irresponsibility are creating a bad 
situation. 

At the root of the problem are predatory 
practices, the most widespread being a wild 
quest for volume without regard for profit. In 
the past year, markets throughout the country 
have never been more unsettled on such a 
large scale. On the West Coast, the market has 
been described as “the worst in living memory.” 

Where’s the netback on a gallon of gasoline 
that retails for 4.9¢ gal., ex taxes? 

A major-company vice president makes this 
simple analogy. If there were 20 coffee shops 
in town selling coffee for 10¢ a cup, one 
might drop to a nickel and enjoy a quick burst 
of volume, taking business from the others. 
He could argue that the big volume gave him 
a profit at the low price. But how long would 
he have it? Not long. The others would drop 
to a nickel to save their volume, and they'd 
all lose money. Coffee shops don’t do that be- 
cause it doesn’t make sense. 

What’s more, a cup of coffee usually sells 
for the same price throughout a community. 
The proprietor makes a profit, and no one 
charges price-fixing. 

Oddly, it’s not that simple in gasoline retail- 
ing, though the situation is equally simple. 
Price cuts move volume from one outlet to an- 
other, but they don’t increase gross volume. 
They do affect earnings—seriously, for some 
suppliers during recent months of irresponsi- 
bility. 

There has been an inclination to attribute 
these conditions to heavy surpluses which have 
persisted for a long time. A belief is growing, 
however, that imbalance doesn’t really matter 
—that predatory marketing would continue be- 
cause growth in consumption is much smaller. 
So, there is much jockeying for one another’s 
business with little regard for profitability, re- 
sponsibility, and common sense. 

For a while, blame was shifted to top man- 
agement or to other segments, such as the 
producers, or refiners, or the international 
companies. The finger-pointing at others im- 
plies that marketers are innocent and should 
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be absolved of any blame for shoddy condi- 
tions. 

Now, however, the finger is being pointed at 
many marketers themselves. While others 
may share in the irresponsibility, many mar- 
keters—big and littlke—must bear responsi- 
bility for the irresponsibility. 

At the National Oil Jobbers Council con- 
vention, jobbers expressed grave concern over 
their position and their future. Dealer turn- 
over grows worse, not better, which is a bad 
omen for the health of the retail market. Com- 
plaints to Washington are on the rise. Some 
private-branders are in a mood to press for 
marketing divorcement. Some independent re- 
finers are discussing the advisability of filing 
triple-damage suits. 

Government intervention has been indicated, 
but one deterring factor is this consideration: 
Politicians are more consumer-minded than 
they are sympathetic to businessmen—even 
small businessmen. So, politicians may prefer 
to stand by as witnesses while the industry 
engages in its internecine activities. 

The gravity of the situation is obvious, but 
the tendency is to regard the other segment, 
the other company, the other fellow, as the 
miscreant. The need for self discipline within 
the industry has never been greater. Persistent 
irresponsibility is an invitation to serious 
trouble. 





If you move oil... here is your ticket to bigger profits. This ticket is a printed 
record of the amount of oil or gasoline transferred from one point to an- 
other. Its unique function pays off all along the distribution network... from 
pipe lines to bulk tanks to loading racks to tank trucks to the consumer. 
Tickets like this one are printed by a remarkable Veeder-Root counter used 
by leading meter manufacturers to automatically record liquid flowin tamp- 
erproof form. It’s called the Master Meter Duplicator. Ask your meter sup- 
plier to show you how this counter-printer ends guesswork and waste. How 
it tightens control, nourishes profits. Write for Bulletin 227736. Special 
Products Mer., Veeder-Root Inc., Hartford 2, Conn. count on...Veeder-Root 


Master Meter Duplicator adapts to most makes of 
meters ... prints a “sealed in” ticket that shows 

the number of gallons delivered ... gives each 
transfer a serial number... protects your customers, 
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Industry Eyes Shell's Top-Level Shifts 








With Doc Jordan gone, will a new top management mean big changes 


in the company’s—and the country’s—marketing picture? 








THAT’S A LIVELY QUESTION in the market- 
place today. From Shell’s standpoint, there are no 
indications that its basic policies will undergo dras- 
tic changes in the immediate future. Nevertheless 
the industry has experienced important changes, 
especially in the past five years. Shell itself has 
just streamlined its marketing organization. 

Inevitably, top-level changes stir much conjec- 
ture throughout the industry, so Shell’s moves are 
being watched intently. 


The Big Changes 


Purdom C. (Purd) Thomas, 54, is Shell’s new 
marketing vice president, having taken over July 1. 
Formerly he was vice president of the Midwest 
marketing divisions. 

J. G. (Doc) Jordan, 59, is taking early retire- 
ment as marketing vice president. Jordan, who was 
eligible for another year of service, continues to 
the end of the year as marketing consultant to the 
president. 

J. H. Hall, 53, formerly general manager of 
head-office marketing, succeeds Thomas in Chicago, 
with the rank of vice president. 

Hall’s position has not yet been filled. 

(For more on Thomas, Jordan, and Hall, see 
page 182.) 

Surrounding Jordan were four top men: J. L. 
(Buck) Wadlow, 57, vice president for the East 
Coast marketing division; Selwyn Eddy, 58, vice 
president for the West Coast; Thomas; and Hall. 

Because both Wadlow and Eddy are more or 
less in Jordan’s age bracket and within two or three 
years of retirement, the choice lay between Hall 
and Thomas. An inside version is that John 
Loudon, chairman of the board of directors of 
Shell, made the final selection. Loudon toured 
Shell’s U.S. markets and installations last fall. As a 
personal touch, when Loudon visited Chicago he 
renewed his acquaintance with Thomas whom he 
first met in the 1930s when Thomas was district 
manager in Houston and Loudon was a trainee. 

It was reported that Thomas was notified on 
May 23 that he had been tapped for the top job, 
but the public announcement wasn’t made until 
June 8. 

While the announcement came as a surprise to 
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many, rumors of an impending top-level shift had 
made lunch talk for weeks. Privately, Jordan has 
told acquaintances he recommended this course in 
order to give his successor time to acquaint himself 
with the job itself while Jordan was still around. 
This would make for smooth transition. It would 
appear, too, to rule out any radical departures from 
existing policies, for the time being, at least. 

But Jordan is relinquishing his post a year early 
(Shell’s policy calls for mandatory retirement of key 
personnel at 60). And the change comes only six 
months after M. E. (Monte) Spaght succeeded H. 
S. M. Burns as Shell’s president. So marketers are 
keen to learn whether Thomas will pursue the poli- 
cies his predecessor initiated and, if so, to what 
extent. 


Why Marketers Are Watching 


With a gross operating and sales revenue of $1.8- 
billion last year, Shell ranked seventh among ma- 
jors. But its net income of $147.4-million repre- 
sented a drop of 1.9% from the previous year. 

Shell has enjoyed rising sales and a stronger posi- 
tion in many markets since World War II. But it 
has lost some of its share of other markets recently, 
and that has created a problem of serious concern 
to top management. 

Historically, Shell has been strong in the Mid- 
west. But the struggle to hold that position is get- 
ting increasingly tough. In St. Louis, where Jordan, 
Thomas, and Hall all began their careers, Shell is 
having a ding-dong battle with American Oil for 
top spot. 

Marketers know that the pressure will be on 
Thomas, and they know, too, that what he does 
could easily influence the national marketing pic- 
ture. 

It’s customary in the industry for the new head 
man to put the stamp of his personality on his de- 
partment and to formulate his own program. “Doc” 
Jordan himself did that at Shell, and there was 
never any question as to who was boss. 

His 12-year reign was characterized by aggres- 
sive marketing that generated excitement in the field. 
In that period, Shell more than doubled its gross 
sales and operating revenue from $816.4-million to 
$1.8-billion. Under Jordan’s direction, Shell consoli- 

(Continued on next page) 
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dated its strength in the Midwest, moved into No. 
2 spot on the West Coast. 


The sensational TCP (Tri-cresyl phosphate) 
campaign a decade ago boomed gasoline volume, 
and was the forerunner of gasoline-additive mer- 
chandising. 

Other events: Shell’s initiative in encouraging 
dealers to get into tuneup; its C-station program; 
use of revolving plastic ID signs, probably the first 
time they had been used on a large scale; and strong 
pricing policies. 

Will Thomas launch an era of new programs? 
His new job gives him a strong hand and six years 
before retirement in which to try. 


What Marketers Want to Know 


Interest is focussed mainly on Shell’s trading- 
area plan, price-differential policy, dealer tank- 
wagon on the West Coast, one-brand-only policy, 
jobber policy, new advertising program, C-stations. 

e The Trading-Area Plan—Introduced in Chi- 
cago and Detroit early this year, it features “real- 
istically low” tank-wagon prices. The plan operates 
over trading areas that are relatively small. The 
idea is to shrink private-brand differential. 


Shell claims that private-branders, collectively, 
have become the market leaders by building spreads 
of up to 8¢ gal. that drain substantial gallonage 
from the majors. The worst price war in a decade 
beset Chicago for five months after tank-wagon 
prices were lowered. But prices went up in June, 
giving the market an appearance of stability. 

e@ Price Differentiak— To meet private-brand 
competition, Shell junked the 2¢ differential ob- 
served in many markets. On the West Coast, Shell 
practiced a 1¢ differential. Shell describes its dif- 
ferential policy as “flexible to meet changing con- 
ditions,” and says it may be a cent or more “or we 
may meet them on the nose.” 

@ Dealer Tank-Wagon—Traditionally on the 
West Coast, this has been set by Standard of Cali- 
fornia at what many competitors considered was an 
artificially high level. In May Shell established a 
new tank-wagon level, about 2¢ under the prevailing 
one. This had the effect of wiping out the old tank- 
wagon structure (see page 79 for details). 

@ Brand Policy—Shell has marketed under its 
own brand only, and has scrupulously avoided sell- 
ing to private-branders. If legislation should enforce 
a 2¢ differential, as some have advocated, presuma- 
bly Shell would feel compelled to modify its policy. 

@ Jobber Policy—Shell is one of the most job- 
ber-minded companies in the country. While Jor- 
dan was marketing vice president, Shell’s force of 
full-line franchised jobbers increased from 545 to 
846. Including limited-line fuel-oil jobbers, total 
strength is now about 1,500. 

All marketers are watching closely to see wheth- 
er Shell’s jobber policy changes. Some feel 
Thomas is not so jobber-minded as Jordan. Still, 


Shell has acquired some more large jobbers lately, 
and much of its great strength is in jobber territory. 

e Advertising Policy—Shell tried something 
new in advertising when it decided to spend most 
of its $13-million budget on newspaper ads this 
year. The idea was to get most out of one medium 
rather than scatter its shots. 

While Shell indicates satisfaction with the pro- 
gram, Madison Avenue speculation is that Shell 
will return to other media, possibly next year. 

e C-Stations—Like others, Shell has built up 
an extensive network of commission service sta- 
tions. This has contributed to pricing flexibility, 
enabling Shell to adjust retail prices quickly in a 
changing market. 

Because Shell took the lead in developing C-Sta- 
tions, there’s interest in Shell’s policy, though 
there’s nothing to indicate any changes. 


What to Expect 

Taking over at a time when the industry is about 
as unsettled as it has ever been, when government 
pressures are mounting, when Shell is struggling to 
improve its position, Thomas has a big job cut out 
for him. 

Thomas himself isn’t saying right now what his 
plans are. It will take him a while to become ac- 
quainted with his new function before he'll be 
ready to initiate his own program. The chances 
are, too, that any new Shell activities or policies 
will show up in the marketplace before any an- 
nouncements are made. 

One clue to his thinking can be found in a re- 
mark he made three months ago when discussing 
Shell’s trading-area plan. He said: 

“We are trying to be reasonably and intelli- 
gently competitive. . . . We must move with ex- 
treme care because any careless approach can be 
destructive, not constructive. We do not want to do 
anything that can be construed as predatory.” 

As chief of Midwest marketing he exercised some 
influence on policies already in operation. 


What Shell Jobbers Say 


Shell jobbers were as surprised as anyone when 
the announcement came. One who chatted with 
Jordan at a marketing convention in Miami last 
May expected Jordan to stay longer. 

Early jobber reaction indicates avid interest, but 
no apprehensions. As one puts it: “My impression 
is that Purd wants to be a little more competitive. 
He hates private-branders coming in and stealing 
business. I think jobbers will be happy about the 
change. Not happy that ‘Doc’ is going, you under- 
stand; but I think those who know Thomas will 
enjoy working with him.” 

Paul Finck, president of the Missouri Oil Job- 
bers Assn. and a Shell jobber in Union City, re- 
marks, “Some of the old guys are always a little 
wary when a new guy comes in, but it usually 
works out okay.” 
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Good News for Station Location 








Here's some hot, new ammunition you can use to help convince local 
planning officials that service stations are necessary and safe 








“CONVENIENT and efficient facilities to service 
and maintain motor vehicles are essential to the 
efficient operation of this mode of transportation. 
Consquently, the gasoline service station can no 
longer be viewed as just another retail activity; it 
has assumed the status similar to that of a public 
utility.” 

Coming from the American Society of Planning 
Officials (ASPO), this statement should cause re- 
joicing among oil men who engage in frequent 
conflicts with local planning officials over the lo- 
cation and design of service stations. 

About 4,000 local planning officials, the men 
who make up the planning commissions and zoning 
boards in municipalities across the country, belong 
to ASPO. About 600 municipalities subscribe to 
the society’s “Planning Advisory Service,” and re- 
gard it as an important and authoritative source of 
information and standards. 

ASPO’s latest findings on service stations* came 
after a detailed study of the problems they involve 
for planners. ASPO found that the service station 
points up the need for good local planning. But 
this representative body doesn’t regard stations as 
a blight and a hazard. 

Its report contains much that oil companies can 
use for ammunition when applying to local authori- 
ties for service-station building permits. 

ASPO’s findings show the following arguments 
are most commonly used in opposing service sta- 
tions, and show how these arguments can be over- 
come. 


Overconstruction 


Concern over the volume of station construction 
is a primary reason for controls. ASPO says; “Much 
of the fear of excessive construction appears to be 
unfounded; we should give the potential service 
station operator the same degree of opportunity to 
go bankrupt as any other businessman.” 

Your chances of obtaining a building permit will 
increase, ASPO believes, if you can show: 

1. That the proposed station will not exceed the 
generally accepted ratio of one station for every 
1,000 persons or 300 families. 

2. That the proposed station will stand on the 


*Gasoline Station Location and Design, Information 
Report No. 140, November 1960, American Society of 
Planning Officials, 1313 East 60th St., Chicago 37, III. 
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site of an old one or, if on a new site, will take 
place of another that is being abandoned. 

3. That you are as concerned as the planners 
about re-use of the proposed location if you aban- 
don it in the future, and that your station design 
takes this into consideration. 

4. That, for this reason, you plan to use a pre- 
fabricated station that can be removed with little 
trouble or cost if it is made obsolete by shifting 
population or traffic patterns. 

ASPO says much bitterness has resulted from 
the appearance at abandoned service stations of 
machine shops, parking lots, drive-in restauraunts, 
and other operations incompatible with their sur- 
roundings. 


Zoning Restrictions 

Many communities previously restricted service 
stations to industrial zones, but they are gaining 
wide acceptance in “commercial” areas. 

Convince your planning authorities with these 
results of an ASPO survey of 168 zoning ordi- 
nances. Of the 163 which included commercial 
zones, only one barred service stations from all 
commercial areas. 


Station Location 

ASPO findings indicated that permit chances 
increase if: 

1. The proposed station will be located at the 
fringe of, rather than in the center of, the central 
business district of a community, or 

2. At the fringe of a shopping center, with 
direct access to traffic arteries, rather than in the 
middle, where it will upset pedestrian circulation. 

3. If station is away from small, convenience 
shopping centers in residential neighborhoods ac- 
cessible only from local streets and where the 
volume of walk-in traffic is high. 

4. If the station is in architectural harmony with 
its surroundings. 

5. If you anticipate potential of growing areas 
and alert the planning body to make provisions for 
future service stations you have in mind. 


Traffic Problems 
These are among the most difficult to overcome: 
A successful station, says ASPO, does increase, at 
(Continued on next page) 
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a given point, traffic volume and turning movement 
which may impede control. 

But permit applications stand a better chance if: 

1. The proposed station is not on a straight 
artery which already has an excessive number of 
drive-in establishments. 

2. If for a proposed corner site you argue that 
service stations give drivers more visibility at inter- 
- sections than any other type of building. 

3. If you cite statistics showing that this in- 
creased visibility substantially reduces accidents. 
For example, a Detroit police study revealed that 
there were about 115-million vehicle movements 
into and out of the city’s 2,145 service stations in 
1956. But at these locations there were only 259 
accidents, considerably less than 1% of all acci- 
dents during the year. ASPO concludes: “Visibility 
must be ascribed a major role in holding this acci- 
dent record to a low level.” 


Station Design 


Station designs will have a better chance of 
approval if they meet these minimum standards 
recommended by ASPO: 

e Site for a small two-bay, four-pump station 
should not be less than 12,000 sq. ft. or have less 
than 120 ft of frontage if on a primary street (more 
for larger stations). 


@ Driveways should be adequate, but not wider 
than 35 ft. measured along the center line of side- 
walk. 

e@ Two or more driveways giving access to a 
single street should be separated by islands of not 
less than 20 ft. 

@ Raised curb at least 6 in. high should be 
constructed along all street property lines, except 
at driveways. 

@ Pumps and similar equipment should be set 
back at least 15 ft. from any right-of-way line. 

e A fence or wall 4 ft. high should be erected 
along all property lines where the adjacent prop- 
erty is zoned for residential use. 


Fire Hazard 


“Use of improved equipment in transporting, 
storing, and pumping gasoline has all but elimi- 
nated these hazards,” says ASPO. 


It supports that statement with comparative fire- 
insurance rates for urban areas of Ohio that can 
be cited to back up permit applications. 


These annual rates, per $100 of valuation, are: 
Single-family dwelling 12¢; service station 35¢; 
doctor’s office 42¢; restaurant $1.407; automobile 
salesroom $1.515. 

ASPO also quotes a 1955 report of the National 
Fire Protection Assn. which shows that the inci- 
dence of fires for service stations is only about 
half of that for schools. 


Oil Flow Disrupted 


Collapse of Wheeler Lock hits 
oil supply on upper Tennessee 


OIL MARKETERS shipping up the Tennessee 
River had their water route cut last month when a 
Tennessee Valley Authority lock collapsed near 
Sheffield, Ala. (see photos right). 

American Oil, Shell, Texaco, Pure, Gulf, and 
Tenneco depend on the upper Tennessee River 
for shipments of gasoline, fuel oils, bunker C, or 
package goods. When the Wheeler Lock collapsed, 
these marketers were cut off from Knoxville, Chat- 
tanooga, Decatur, and other bustling industrial 
towns in east Tennessee and north Alabama. 

The lock won’t be repaired for at least eight 
months—maybe 12. 


Problems for Oil Marketers 


With the lock gone, oil men face one obvious 
problem—How can they get product past Wheeler 
Dam? 

Another problem is just as serious—The only 
barges available for upriver traffic are those that 
upriver when the lock wall collapsed. 


There may be only one gasoline barge upriver, 
and TVA is not sure of that. There are no fuel- 
oil barges. But there are six asphalt barges up- 
stream, under lease to American Oil and Shell. 
When the asphalt season ends this fall, these six 
barges will probably be cleaned up for transporting 
fuel oil during the big heating season. 


TVA has appointed a six-man committee to 
work out (1) barge-sharing plans for carrying liquid 
commodities and (2) pipeline proposals for getting 
products up to the level of Wheeler Lake for the 
journey upstream. 

Oil men on the committee are A. J. C. Mc- 
Laughlin, head engineer, supply and transportation, 
American Oil Co., Atlanta, who is chairman of the 
committee; William M. Malloy, Shell, New York; 
Harry M. Daugherty Jr., General Oils Inc., Chat- 
tanooga; and Dewey Mark, Tenneco Oil Co., 
Houston. 

TVA has offered to finance two pipelines for 
oil products, plus docking facilities. 


What Marketers Are Doing 


Gulf is rerouting its packaged goods, carrying 
them by water to seaports and then by rail. 

But some marketers say they can’t reroute bulk- 
oil shipments. One oil man on the TVA-appointed 
committee said: 


“We have no choice but to hold up shipments 
until river traffic can move again. Large movements 
by rail are out of the question. Even if we could 
take the cost, the rails in that area wouldn’t have 
the extra equipment to move our product.” 
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COLLAPSE of Wheeler Lock (left) near 
Sheffield, Ala., disrupted oil shipping on 
the upper Tennessee River last month. 
The lock won’t be repaired for at least 
eight months — maybe 12. Without the 
lock, vessels can’t be raised and lowered 
at Wheeler Dam. Typical lock (above) 
shows gasoline barge being lifted to level 
of lake behind dam. (For details of oil 
situation, see opposite page.) 
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may not know it, but he helped sell ‘gas’ : 
for Walt Simas, Oakland, Calif., private- - = 
brander. After the space feat, Simas Se OE. 


{ 


THE RUSSIAN spaceman, Yuri Gagarin, ci - TWESDAY. } t Ee 2 


‘DON’T FORGET TUESDAY’ means this station gives double stamps then. 
Screw-Ball Tom’s, South Arcadia, Calif., says it boosts gasoline volume 


posted signs at all his retail outlets 


SAME NAME, but some- 
what smaller than the 
other Humble Oil. This 
one’s the property of 
Lloyd Humble—1,250,- 
000 gal. a year. He 
says Texans like to take 
Wi pictures of his sign (see 


aiLoot8 NPN—March p182) 
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Price-Fixing Fines 


U. S. judge assesses fines up to 
$50,000 on 11 oil companies 


ELEVEN OF TWELVE oil companies charged 
with price-fixing have been assessed fines up to 
$50,000. They were convicted last December of 
violating the Sherman Antitrust Act by fixing 
gasoline prices in the South Bend- Mishawaka, Ind., 
area (NPN—Feb. p84). 

U. S. District Judge Luther M. Swygert said the 
amounts of the fines indicated the extent of the 
individual companies’ guilt. He described Standard 
of Indiana and Central West Oil, Pure subsidiary, 
as “prime movers in the conspiracy,” and fined 
them $50,000. 

Although all 12 oil companies made motions for 
a new trial, acquittal, or arrest of judgment, only 
Gulf Oil Corp. was acquitted. The other nine com- 
panies were assessed as follows: Ohio Oil, Phillips, 
Cities Service, Texaco, Shell, and Mobil, $45,000 
each; Hudson, $30,000; Tornado, $20,000; and 
Pacer, $5,000. 

The South Bend case grew out of Justice Dept. 
charges that 13 oil companies conspired to raise 
pump prices on May 1, 1957, after a two-month 
depressed period. Testimony by a former Standard 
of Indiana salesman was a key factor in bringing 
about the conviction of 12 of the companies last 
December. A thirteenth defendant, Sun Oil Co., 
was acquitted on a directed verdict. 

After the fines were assessed by Swygert, Indiana 
Standard, Texaco, and Ohio Oil immediately de- 
clared they were going to appeal. Ohio Oil stated 
its belief that the verdict “rested on the trial judge’s 
attitude and certainly not on any credible evidence 
of wrong-doing.” 


Marketer's Bookshelf .. . 





MARKETING FUEL OIL IN GREATER BOSTON. 
By Prof. W. J. Salmon. 88 pages. Division of Research, 
Harvard Business School. Boston 63, Mass. $3. 


THIS IS A DETAILED REPORT on what it costs 
heating-oil jobbers in Greater Boston to do business. 
It’s based on the fiscal records of 83 retail jobbers. 

The author, Walter J. Salmon, assistant professor 
of business administration at Harvard, says: “The 
study seeks to help dealers cope with the problems 
of intense competition by providing them with some 
of the information they need to control their costs 
better. It examines the effect of increased equipment 
and services sales on oil sales and net profits.” 

The study was undertaken in 1957 in cooperation 
with Oil-Heat Institute of New England (for a pre- 
liminary report see NPN—July ’60, p121). Copies 
are also available from OHI of New England, Room 
700, 330 Stuart St., Boston 16, Mass. Ask for Bulletin 
No. 160. Include 14¢ for postage. 


» In case you missed it... 


Dealer turnover in 1960 was 7.9% for reasons 
beyond the supplier’s control, up from 7.6% in 
1959, and was 20.5% for all other reasons, up 
from 20.0% in 1959, reports the marketing division 
of American Petroleum Institute. 


> Atlantic Refining’s credit cards are now honored 
at more than 700 Speedway Petroleum outlets in 
Michigan. 


> Merger of National Petroleum Assn. and Western 
Petroleum Refiners Assn. has been approved by 
members of both groups in a mail poll completed 
in June. The combined group is called National 
Petroleum Refiners Assn. 


Humble Oil and Refining has purchased City Oil, 
Salinas, Calif. Involved are 23 O. K. service sta- 
tions in central California and on Monterey Penin- 
sula. 


Honolulu Oil Corp. has been sold to Pan Ameri- 
can Petroleum Corp., Tidewater Oil Co., and 10 
other companies. Pan Am gets 1,000 wells in the 
midcontinent, northern Rockies, and Canada; Tide- 
water gets 550 wells in California. Pan Am and 
Tidewater each get a half-interest in Honolulu’s 
Alaskan properties. 


The name of Countryman Oil Co., Tulsa, has 
been changed to Pennant Petroleum Co. The 
jobbership distributes American Oil, (Indiana 
Standard) products in the Tulsa area. 


®Kerr-McGee Oil Industries has established an 
Eastern Sales Region, covering Indiana, Illinois, 
and Wisconsin. Appointed manager is Edward H. 
Sickles Jr., Indianapolis, Ind. 


Standard of Calif. is making plans to construct 
a 20,000-b/d refinery in Alaska. To be located on 
the Kenai Peninsula, it will be the first major re- 
finery in the state, says Standard, 


Sales of gasoline and other products at U. S. 
service stations in April rose to $1,443-million 
from $1,423-million in March, but dropped from 
$1,457-million in April 1960, the Census Bureau 
reports. 


Gasoline on sale at service stations in April was 
92.6 octane for regular, 99.3 for premium, Ethyl 
Corp. reports. Regular was unchanged from March 
and 0.2 octane number above a year ago. Premium 
was unchanged from March and 0.1 octane below 
a year ago. 


Taking a cue from the fuel-oil industry. LP-gas 
may be next to come under “one roof.” A unified 
trade association for LPG was proposed by R. J. 
Munzer, president of Liquefied Petroleum Gas 
Assn., at the group’s annual convention in Chicago. 
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THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and there’s no telling what special services you'll be giving next. 
But you can always count on the special services you'll be getting 
when you are supplied by Ashland Oil. As the nation’s largest 
independent supplier of petroleum products, Ashland Oil & 
Refining Company understands and respects your independence. 
Here are just a few of the benefits you get from a working agree- 
ment with us: 
¢ You are your own boss * You choose the marketing program that best 
suits you * You get effective merchandising and selling tools * You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, 0., 
811 Federal Reserve Bank Bldg.—CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., Standard Bldg —DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 


Yke Independent Supplier ft Independents 


July, 1961 * NATIONAL PETROLEUM NEWS 





aw 


“men ae 


-— 

















Pu 


Special Report 





100 years after the Civil War, the South is 
a battleground again. An all-out fight for markets is 


shaping up, triggered by... 


The California-Kentucky Merger: 
Here's What It Will Mean 


FRANTIC GALLONAGE-GRABBING and sta- 
tion building. An unprecendented element of built- 
in government control. More refining capacity. 
Greater product surpluses. Lower price levels. 
Over-all, much more competition for retail-gasoline 
dollars in that bountiful five-state gasoline market. 

Also, some complex legal action that’s already 
raising many questions. 

This is what the crystal balls show in conse- 
quence of the impending merger of Standard Oil 
Co. of California and Standard Oil Co. (Kentucky), 
announced early in June. Rumored for months 
(NPN—Dec. °60, p67), the merger still rocked 
many marketers who believed the government 
would never let two Standards merge. 

But a government decree will permit Socal to 
buy Kyso (see page 98 for financial details). It can- 
cels Kyso’s present supply deal with Standard Oil 
Co. (New Jersey) by 1966, leaving Jersey holding 
a 2-billion-gal.-a-year bag. 

Broadly, here’s what the merger means: 

Short-term effects: Legal and financial consolida- 
tion of Socal and Kyso by the first of the year. 
Brisk action by Jersey—through its operating sub- 
sidiary, Humble Oil & Refining—to establish repre- 
sentation in the South. 

Long-term effects: Consolidation of Socal and 
Kyso operations, expansion into other areas. Coun- 
termoves by major competitors. All-out battling for 
Southeast gasoline markets, once a Standard of 
Kentucky preserve. 

Legal implications: Probably court challenge of 
rights to use Standard name and derivatives in spe- 
cific markets. Pressure of government restrictions 
on customers, sources, and operating procedures 
built into decree permitting merger. 

Legal ramifications are so extensive that even the 
lawyers haven’t pinned them all down. 

One interpretation of the decree foresees a gov- 
ernment ban on the principle of product exchanges. 

Socal is the West Coast market leader and an 
international giant with a $2-billion-a-year busi- 
ness. Kyso, the only Standard without production 
or refining facilities, is often referred to as “a great 
big jobber.” As market leader in the South, it has 
15%-20% of the lush (6-billion gal. a year) 
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five-state market that covers Kentucky, Georgia, 
Florida, Alabama, and Mississippi. Kyso grosses 
more than $400-million annually. 

Jersey Standard has been supplying about 76% 
of Kyso’s product needs. This arrangement was the 
target of a 1958 antitrust suit by the government. 
Charges against Kentucky are ended by the decree 
permitting the merger. Simultaneous charges against 
Jersey still stand. (The government said Jersey sup- 
plied 98% of Kentucky’s needs from 1911 to 1948, 
and 76% since then. 

Jersey is moving fast to find a new market for 
this product and has gone to court to safeguard the 
“Esso” brand name. 

Only nine days after announcement of the 





Here’s the Merger Timetable 
The California-Kentucky consent decree says: 


By June 30, 1961: 


Kyso and Socal must serve termination 
notice on the contract under which Jersey 
supplies oil to Kyso. 


By Jan. 1, 1966: 


Kyso must stop obtaining any oil from 
Jersey for marketing in 11 Southeastern states. 


Until July 1, 1976: 


Kyso and Socal must obtain at least 40% 
of their gasoline, kerosine, heating oil, and 
diesel oil for sale in the 11 states from inde- 
pendent refiners. No one independent may 
supply more than 15%. 


After July 1, 1976: 


Kyso and Socal must obtain all gasoline, 
kerosine, heating oil, and diesel oil from their 
own supply or from independent refineries. 


The agreement shall take effect 30 days 
after the consummation of the merger and 
shall continue in effect for 20 years thereafter. 

Kyso and Socal may not arbitrarily refuse 
to sell product to any rebranders currently 
supplied by Kyso. 

Socal and Kyso may not enter into any 
agreement allocating or dividing domestic ter- 
ritories or markets. 
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(Begins on page 94) 
merger, Jersey’s domestic operating subsidiary— 
Humble Oil & Refining Co.—announced it was 
establishing six stations in five communities in 
Mississippi and would market products under the 
Esso brand name. 

R. H. Venn, vice president in charge of Hum- 
ble’s Southeast region, who is working on the new 
Southern development program initiated after the 
merger announcement, said the company was seek- 





‘Briefcase-and-Ulcer’ Epic 


IF TENSE SPY STORIES are “cloak and 
dagger,” and swashbuckling adventure yarns 
are “blood-and-guts,” the involved story of 
this merger might be classified as a “brief- 
case-and-ulcer” epic. 

Kentucky made the first overtures to So- 
cal about a year and a quarter ago, after the 
government filed antitrust complaints against 
Kentucky and Jersey. 

When both parties agreed in principle to 
examine the possibilities, it was turned over 
to lawyers. Francis Kirkham, senior partner 
of San Francisco’s Pillsbury, Madison, and 
Sutro, handled Socal’s interests. 

Kirkham traveled by plane between San 
Francisco, Washington, and Louisville. In 
negotiating the matter with the Justice Dept., 
he emphasized that the merger would in- 
crease competition. 

An agreement was arrived at last year, 
but it was not announced before the election 
because it was felt that the merger might be 
interpreted as an Eisenhower sellout to big 
business. 

Kirkham took it up again after the inaugu- 
ration and based his case on the same point, 
increased competition. Justice Dept. lawyers 
again agreed to the merger, to the surprise 
of some negotiators involved. The govern- 
ment’s chief negotiator was Gordon Spivack. 

While working out details of the complex 
and painstaking project, Kirkham reportedly 
developed two ulcers and had to go on a 
milktoast diet. 

For a project requiring as much prepara- 
tion as this, it was a fairly well-kept secret. 
One New York brokerage house the after- 
noon before the announcement advised that 
it could not take place. And at the American 
Petroleum Institute meeting at Miami Beach, 
Jersey lawyers were saying the government 
would never approve the merger. 

Most key Socal employes at San Francisco 
knew of the negotiations, but they did not 
talk to friends or neighbors about them. And 
they generally didn’t admit to each other that 
they knew about them. 

But when a Socal employe finished a 
round of golf with some other Socal men the 
weekend before the announcement, he re- 
marked that he was flying East later in the 
day. “Oh, on the Company X deal?” said a 
fellow employe knowingly. 











ing more stations in Mississippi and planned to ex- 
pand into the rest of the Southeast. 

As one Socal official says, the big angle is not 
what his company has done in getting the merger 
going, but what Jersey will do about it. 

A possible obstacle on the road to merger is legal 
action by Jersey. “We’re looking carefully to deter- 
mine what we can _ do,” says a Jersey lawyer. 
“There’s no point in acting unless you can be 
effective.” 

Says a man close to the top of one of Jersey’s 
major competitors, “I think they might have a 
chance to win a suit.” 

Humble has already taken legal action in Mis- 
sissippi to affirm its right to use the “Esso” brand 
name. The company asked the U. S. District Court 
at Jackson for a declaratory judgment that it is 
entitled to use the name in Mississippi, Kentucky, 
Florida, Georgia, and Alabama. It also asks that 
Kyso be barred from using it. Kyso now sells 
“Esso” branded motor oil and some other pack- 
aged products. 

Socal and Kyso did not indicate whether either 
of them would file a counter-action to block Hum- 
ble from using “Esso” in the five states where Kyso 
has traditionally had sole use of “Standard” and 
names derived from it. Kyso might have to take 
the initiative, since Socal is not yet officially in the 
area. 

Notice of Humble’s action was served on Kyso 
district manager Jack Throckmorton at a meeting 
called to explain the merger to Kyso employes and 
commission agents. Presidents T. S. Petersen of 
Socal and W. C. Smith of Kyso were present at the 
meeting. 

A significant element in this merger is the degree 
of government control. It dictates whom Socal- 
Kyso must buy from for its needs in the Southeast 
(at least 40% from independent refiners), whom it 
can’t buy from (Jersey), and certain buyers it has 
to sell to (independents who now buy from Kyso). 

Atty. Gen. Kennedy says the deal was approved 
because it would increase competition. “Where we 
have had one giant, in effect selling through Stand- 
ard of Kentucky, now we will have two—compet- 
ing against each other,” Kennedy said. 

Says a marketing vice president of one of Jersey’s 
major competitors, “The Justice Dept.’s attitude is 
“the more the merrier, even if it’s only one more.” 

Jersey contends the move will decrease competi- 
tion on the wholesale level because Standard of 
Kentucky’s business can no longer be competed for. 

But 40% of it is subject to competition from 
independents. 

Whatever anyone does, there’s sure to be more 
competition of the retail level. Though many mar- 
keters are apprehensive about what will happen, 
most seem to feel that prices will remain fairly 
stable in the area for some time, at least until Hum- 
ble is established. Kyso has traditionally maintained 
a high level of tank-wagon prices there. And as a 
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Here’s What the Big Merger Will Bring Together 


STANDARD OIL CO. 
OF CALIFORNIA 


30-state market area 
37,500 employes 
10,605 stations 
2,961 other outlets 
1,204 bulk plants 
250 branded jobbers 
777 commission agents 
62 terminals 
585,000 b/d volume (all products) s Where 


7 U.S. refineries STANDARD 


STANDARD OIL CO. 
OF KENTUCKY 


5-state market area 

3,000 employes 

9,000 stations 

500 other outlets 

450 bulk plants 

pUeM ole-lale(-teM (elelel-i8 

400 commission agents 

277 terminals 

150,000 b d volume (all products) 
No refineries 


520,000 b/d refinery runs OF CALIFORNIA $411,014,000 revenues 


$1,922,475,000 revenues 
$266,113,000 net income 


TOP MEN... 


» = rN BE Where STANDARD 


now markets 


@ Where HUMBLE $13,791,937 net income 
is setting up 

new Esso-brand TOP MEN ... 
stations 


OF KENTUCKY Southeast states 
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R. G. FOLLIS B. W. PICKARD 
Board chairman Vice president, 
Western Operations 


regional marketing director says, “Standard of Cali- 
fornia’s philosophy about keeping the tank-wagon 
prices high is the same as Kentucky’s.” 

A major-company marketing vice president says, 
“I don’t think prices will necessarily fall. Prices 
fall where people don’t use good judgment, North 
Carolina, for example.” 

Herbert L. Clay, executive secretary of the Ken- 
tucky Petroleum Marketers Assn. (KPMA), agrees 
that “there is no reason to believe the price struc- 
ture will become unsettled.” 

But another marketing vice president says, “This 
will deteriorate the market. Jersey will have to go 
in and fight for a share of the market.” 

A marketing vice president of one of the largest 
majors says, “we all lived through situations where 
different competitors came along. We just had to 
stay in the market and haggle it out.” 

And a major-company price man sums up, “It’s 
the last clean market to go.” 

One surefire effect of the merger is that Socal 
will tremendously improve its competitive position. 

With the addition of Kentucky’s business, Socal 
will jump from sixth place to fifth on the roster of 
the nation’s largest oil companies. Socal will dis- 
place Standard Oil Co. (Indiana). Socal’s revenues 
in 1960 were $1.9-billion, and Kentucky’s were 
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now markets 


where HUMBLE 
has been 
marketing under 


Esso brand 
M. H. UTLEY 
President Vice president 


$411-million, a total of $2.3-billion. Indiana’s 
1960 revenues came to $2.0-billion. 

Socal will be the leader in two big markets, West 
Coast and Southeast, and will get stronger nation- 
wide representation. The main gaps in its coverage 
now will be a narrow strip in South Carolina be- 
tween Kyso territory and existing California Oil Co. 
operations, and in the Midwest, where Standard of 
Indiana dominates. 

Socal will get a boost in its competition with the 
other big descendants of the old Standard Oil Trust, 
Jersey and Indiana. In this battle of the Standards, 
Socal on a territorial basis will move near the top. 

A Socal man summarizes developments: “we 
were about the last to make a big expansion move, 
but we think it’s the best.” 

Some see the move as the biggest shot in the arm 
for employe morale that Socal has had in a long 
time. Socal employes have seen other companies 
expanding, but Socal has up to now done little to 
excite employes. Moreover, Socal has undergone 
some mild reorganization and had reportedly been 
in the grip of a downhold program. 


What Socal’s Getting 
In Kyso, Socal is getting somewhat of a country 
cousin. Kyso markets mostly in rural areas and is 
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How the Merger Will Be Effected 


SOCAL WOULD EXCHANGE one share 
of a new voting convertible cumulative pre- 
ferred stock for each share of Kentucky 
stock. 

The preferred stock would pay $3.30 a 
share annual dividend. It would be converti- 
ble into Socal common stock at any time at 
the ratio of 1% shares of common for each 
share of preferred. 

The preferred stock would not be callable 
for five years. After that it could be called 
for $80 a share. 

On June 5, the day the merger was an- 
nounced, Kentucky stock closed on the 
American Stock Exchange at 80, up 5%. 
Socal closed on the New York Stock Ex- 
change at 52%, down ¥%. 


(Begins on page 94) 


thus dependent to a considerable degree on suc- 
cess or failure of crops. The rural operation means 
a low volume per station, and a low per-station cost 
of operation. 

A Socal official from San Francisco said his im- 
pression of Kyso and its Louisville headquarters 
was: “It’s really a very small company and very 
Southern.” 

A major-company marketing official who studied 
the area says: “Kentucky’s outlets aren’t much. 
They have a few good stations, but many of them 
are nondescript and real dogs. It won’t be easy, 
though, to cut into their strong rural distribution.” 

Says a New York-based marketing executive with 
a major company: “Kentucky has been a lucky 
company . . . the dividends they pay have been 
based on the umbrella they hold over the market, 
letting everybody make a fortune. That fellow Bud 
Smith (Kyso president William W.) did a good job.” 

Many other names had been linked with Kyso as 
merger possibilities. A top major-company execu- 
tive suggested either Amerada or Superior as a 
logical match because they are producing companies 
and Kyso, a marketer. 


What Socal Will Do 


Socal says it contemplates no changes in Ken- 
tucky’s operating setup at this time, and will make 
no change in the policy of operating through job- 
bers and distributors. 

KPMA’s Herb Clay says, “A lot of people think 
Standard of Kentucky will be run as a subsidiary 
for a long time.” Most area marketers agree, and 
think operating headquarters will be kept in Louis- 
ville. 

An eventual possibility is that Kyso could be 
absorbed into California Oil Co., Socal’s East Coast 
subsidiary. 

Inside speculation is that some of the top per- 


sonnel at Kyso will be absorbed by Socal. One line 
is that Atholl McBean retired from the Socal board 
recently to make room for someone from Kyso, 
probably Smith, Kyso president. 


What's in a Name 


Three of the giant Standards who will be tangling 
in the Southeast are offspring of the 1911 Supreme 
Court decision that broke up the Standard Oil Trust. 
(Other offspring competing in the area include At- 
lantic, Ohio Oil, and Continental. Mobil Oil mar- 
kets on the perimeter of the area.) But Socal will 
be the only one marketing there under the “Stand- 
ard” name. Socal says it will keep the name “as 
is” at this time, and will not introduce “Chevron,” 
which it is pushing elsewhere, into the present Kyso 
territory. 


The 1911 decision barred the surviving Stand- 
ards from using “Standards” in each other’s terri- 
tories. This has generally been interpreted as bar- 
ring derivative names, such as Sohio, in other than 
their home territories. 


But R. H. Venn, vice president in charge of 
Humble’s Southeast region, says his company will 
use Esso in the area. “The trademark belongs to 
us,” he says. “I don’t see why we can’t use it.” He 
says he has “no idea” what the other Standards 
might do about it. 


Standard of Indiana, which now operates nation- 
ally as American Oil Co., but has a right to the 
“Standard” name in 15 states, has been particularly 
vigilant in its guardianship of rights to the Stand- 
ard name. Not long ago it went to court to prevent 
Standard of Ohio from using “Sohio” in its terri- 
tory, and won the case. 


What Jersey Is Doing 


Despite an official statement by Jersey deploring 
the consent decree, an upper-echelon marketer in 
Humble’s Eastern region says many in the company 
welcome the chance to move into the five-state mar- 
ket on their own. They think they can market bet- 
ter than Kentucky. 


Within less than two weeks after the announce- 
ment, Humble was operating in Mississippi. 


“Service station sites are being acquired through- 
out the state as rapidly as we can find dealers who 
are interested in selling our brand and who will 
maintain our company’s high standards of service- 
station performance,” says Humble’s Venn. 

He said Humble was looking for new stations 
only in Mississippi at present “because of our dis- 
tribution pattern there,” but planned to expand 
later elsewhere in the Southeast “wherever we can 
find profitable operations.” 


He said Humble would build some new stations 
after it has had time to develop sites. 
The first stations established in Mississippi are 
in Biloxi, Natchez, Greenville, Jackson, and two in 
Gulfport. 


Venn said Humble would operate in Mississippi 
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Today, General Motors thermostats proudly bear the new name of Delco-Harrison. 


The name Delco means new national recognition and acceptance. And, for half 
a century, the Harrison name has been the standard of quality in automotive heat 
transfer products. Now, these two great names combine into Delco-Harrison 
... to assure you of the highest standards of sales performance and product 
reliability. So, simply say Delco... Delco-Harrison thermostats, 
distributed nationally through Umited Delco 
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{Begins on page 94) 

on a combination jobber-direct basis for the time 
being, “depending on what we acquire.” He said 
the company was putting “quite a bit of effort” 
into finding outlets in the area. 

Many other names had been linked with Kyso as 
merger possibilities. A top major-company execu- 
tive suggested either Amerada or Superior as a 
logical match because they are producing com- 
panies and Kyso, a marketer. 

Humble marketers are spending hours and hours 
talking about just what Humble should do now, 
and where, and when. 

Should Humble build a super-station in Atlanta 
and serve that market? Should it acquire a jobber- 
ship or several jobberships? Should it go jobber or 
direct? Should it acquire private-brand chains? 
Should it go state by state, or seek impact in the 
general area? 

A New York-based marketer says, “Esso feels 
pretty much put out about this and one way to 
retaliate is to go down to Atlanta, for instance, and 
offer some marketer a deal to switch over. They'll 
be grabbing up outlets in the Southeast with 
vengeance.” 

Jersey already had a foothold in Kyso’s back- 
yard, Louisville, where it operates 11 stations under 
its “Oklahoma” brand. They are the only “Okla- 
homa”™ brand stations Jersey still has. Jersey bought 
the stations from Gaseteria in 1958. 

Because Jersey got its foothold in the Midwest 
through acquisition of strong independent mar- 
keters (such as Pate in Milwaukee, Oklahoma in 
Chicago and Gaseteria in Indianapolis), there is 
much speculation that it may move into this five- 
state area by acquiring some private-branders. E. R. 
Smith, who was a key man on the task force that 
pioneered the Midwest for Jersey, is now on assign- 
ment in Houston in charge of acquisitions for 
Humble. 

Among the prominent Southern private-brand- 
ers are: Colonial Oil, Jacksonville (marketing in 
Florida and Georgia, Direct Oil Co., Nashville 
(Alabama, Florida, Georgia and Kentucky, in 
Kyso’s market), Hi-Octane Terminal Co., Panama 
City, Fla. (Alabama, Georgia and Florida); Mason- 
Newton Oil. Co., Jacksonville (Alabama, Florida 
and Georgia); Mutual Oil Co., Birmingham, Ala.; 
Rose Oil, Vicksburg (Mississippi only); Sing Oil, 
Pelham, Ga. (Florida and Georgia); Southern 
States Oil Co., Jacksonville (Florida and Georgia) ; 
Southland Co., Yazoo City, Miss.; Thoni Oil, Cor- 
al Gables (all except Mississippi), and Trackside 
Gasoline Stations, Gulfport, Miss. (all except Ken- 
tucky). 

Other private-branders headquartered outside 
the South in the Kyso market are Armour, Billups, 
Hudson, Star Service and Petroleum and Ware. 

Humble is not a jobber-oriented company, but 
there are many substantial jobbers in the South 
who might offer quick volume and representation. 

The consent decree mentions a refinery. Specu- 


lation on location ranges from Texas to Florida, 
with much conjecture on whether Socal will build 
or buy. 

Even before the merger announcement, Humble 
activated its Southeast region headquarters at New 
Orleans, not far from its 365,000 b/d refinery at 
Baton Rouge. 

Says Bill Bryan, Humble VP: “There’s no rush. 
We're still looking at 18 months.” (Kentucky’s 
contract with Jersey will not permit it to start cut- 
ting purchases for 18 months.) 


What Others Are Doing 


Humble won’t be the only one moving fast in 
the area. American is already embarked on a cam- 
paign to improve recognition of its new “Ameri- 
can” stations, replacing “Amoco.” This is part of 
a continuing process with American. A few years 
ago it changed its Southeastern stations to Amoco 
from Pan Am. 

Phillips moved into the Southeast in the early 
Fifties and has rapidly become a major factor 
there. It ranks second in sales in Florida and will 
be fighting to retain the position it has won in the 
Southeast over-all. 

Besides the Standards, there are other big mar- 
keters fighting tooth-and-nail in Kysoland: Cities, 
Conoco, Gulf, Pure, Shell, Sinclair, Tenneco, and 
Texaco. Other big factors are Atlantic and Sun, 
marketing in the Florida-Georgia sector of Kyso- 
land. Fairly new and potent is Murphy Corp., mar- 
keting under the Spur brand. Lion and Ingram are 
factors, too. 

Most major-company marketing executives see 
the market being upset, at least eventually, but they 
say they are going to look before they leap. 

Says the marketing vice president of one major 
company: “We won’t panic. It is ridiculous to try 
to do something on a crash basis. It is like the man 
who was sitting in the barber chair, half-shaved, 
when someone ran into the shop shouting, “Hey, 
Jones, your house is on fire.” The man in the chair 
jumped out and started running down the street, 
all covered with lather. Then he stopped and said, 
“Why am I running? I’m not Jones.” When you're 
well-established, it’s ridiculous to try to take on 
more business at any cost, just to head off com- 
petition.” 

Jersey will not be the only company with oil 
left on its hands. Kentucky has been buying about 
20% of its product from Continental Oil Co. since 
1953. It has no contract with Continental and can 
stop buying immediately. Mobil and Esso have 
been Kentucky’s main lube-oil suppliers, with 
Esso having the larger share of the market. 

Socal says it “will likely” build a refinery to 
meet Kyso’s needs on expiration of the supply con- 
tract with Jersey. But no specific plans on location, 
size, or cost have been formulated and Socal says 

(Continued on page 198) 
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MODERNIZE YOUR TANK FARM NOW 


with the new Varec All-Weather Breather Valve that 





works perfectly in -60° winters and +125° summers. 


Here’s all-weather performance that’s been proven 
through two full years of Eastern Canada’s rough- 
est climate...frigid winters... hot, humid summers. 
Yet never once did Varec’s rugged new Fig. 2000-61 
ALL-WEATHER Breather Valve fail to operate per- 
fectly. What’s more, this petro-chemical plant can 
look forward to the continuation of this 100% 
performance for many tough seasons to come. 


By modernizing your tanks with this new Varec 
ALL-WEATHER Breather Valve, you are now 
assured of tank safety and vapor saving efficiency 
the year around, 


NEW FIG. 2000-61 MODEL... 
TWO-WAY PROTECTION AGAINST FREEZE-UP. 
Here’s how Varec engineers have solved the cold- 
weather problem: First, both pressure and vacuum 
pallets utilize a flexible diaphragm of special non- 
frosting, icing-resistant material. This eliminates 
possible freezing between pallet and seat ring. 


Second, a special non-frosting, icing-resistant com- 
pound is used to coat the pallet perimeter and stem, 
guide-posts and tip of seat ring. Ice and snow scrape 
free when the pallet lifts. 


2000-6 
{ i 


Bulletin No. CP-27 


THE VAPOR RECOVERY SYSTEMS COMPANY 


2820 North Alameda Street - 


Branches and Representatives in Principal Cities 


TRADE @® MARK 
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Start profiting now from the 


BIG BUTYL 
BUYING BEE 


Answer summer driving demand—with 
premium profits in sets of 4 


They don’t hesitate...when you demonstrate! 


BUTYL rubber’s remarkable ability to absorb shock But the best test of all is to take your customers 
cushions rough roads to a degree never before at- on a short demonstration ride. That way they’ll ac- 
tained by any tire. For a simple and dramatic dem- tually experience how this totally new kind of tire 
onstration, take a BUTYL tire and any other tire; soaks up bumps and road shock, gives a ride that is 
bounce both from the same height. Your customers unbelievably smooth and quiet. No wonder over 80% 
will be amazed by the difference! of all BUTYL tire sales are made in sets of four. 


National Advertising: This is only one example 


Powerful, full-color BUTYL tire advertising is now 30,000,000 people. Be sure to tie-in with the new 
running in LIFE magazine. It tells the dramatic | BUTYL sales promotion material . . . see your sup- 
story of BUTYL benefits to an estimated audience of __ plier of BUTYL tires now. 


Note: Enjay does not make tires. It supplies BUTYL rubber to manufacturers of quality tires, tubes and hundreds 
of other fine products. 
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Now a new Standard of Ariv, 


ing Safety... Proved by billions of Miles 
Get the Smoothest, safest 
ride of your life on tires of Buty! 


“Sie: 


sale 





atically 
of illustration ) 


Ster, 
> + PURE OIL and U. S. RUBBER are 
is remarkable material. Manufacturers of these tires combine Buty. Bol YL 
& “know-how” to bring you tires unlike any you've ever known. a 
v Chemical Company does not make tires, it supplies BUTYL rubber (pronounced 
EW’-TL) to manufacturers of quality tires, tubes and hundreds of other rubber Products. 


REFINING COMPANY 


al tire buildin 


Note Enja 
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Follow the flags to... 


OPEN 
5 | \HOUSES » 


= with OIL HEAT igus 


. ‘ Seeeeseneal Bevinciwee 


we. 


Billboards and flags lead potential buyers to 280 new homes participating in oil heat’s ‘Added Value’ promotion 


How Fuel-Oil Men Are Helping 


Home Builders Sell Oil Heat 


OHI of Washington State spent $20,000 in advertising to get people 
out to see new oil-heated homes. Here's how the program came off 


N OIL-HEAT promotion tied in with 280 new 
homes appears to have been a success in 
giving oil’s story to the public. 

Oil Heat Institute of Washington State, sponsor 
of the April promotion, is still evaluating some of 
the results. But the builders and real-estate men 
involved think the idea was successful. 

Although new-home sales during the month-long 
“Added Value Homes” campaign were not high, 
sales aren’t the only thing real-estate men and 
builders use to determine the success or failure of 
an advertising program. Real-estate men are also 
interested in the amount of traffic their model 
homes attract. Salesmen at the models can’t go to 
work with no people around. 


How Many People Came 


From a traffic angle, builders and real-estate men 
taking part in OHI’s project are pleased. Local 
real-estate men say they are satisfied if 10 couples 
inspect a model home on a Sunday afternoon. 

Most of the “Added Value Homes” did better. 


As many as 30 couples per Sunday toured model 
homes in areas where more than one was on ex- 
hibit. As many as 4,000 trekked through one 
Seattle “Added Value Home” on one weekend 
after it was selected as a local newspaper’s “Home 
of the Month.” Where only one model home was 
on display, traffic was light. 

Over all, about 28,000 persons toured the 170 
“Added Value Homes” in the Seattle area and the 
110 other “Added Value Homes” in the other 11 
markets.* 


What OHI Did 


OHI of Washington spent $20,000 in an adver- 
tising program aimed at getting people out to see 
the oil-heated homes. The campaign was spread 
over the 12 oil-heat markets in which the model 
homes were located. 


Most of the money was spent in this manner: 
*In addition to Seattle, the promotion covered Aberdeen, 


Anacortes, Bellingham, Bremerton, Everett, Olympia, Port 
Townsend, Puyallup, Tacoma, Wenatchee, and Yakima. 
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Follow the flags to 


© OPEN 
Lele ts 


with O! 


New ideas 


Extra values 
Exciting new features 


Free balloons 
Door prizes at every open house! 


Drive out today! These exciting new homes 
are open now for your inspection. W And in 
each you'll find the added value of modern 
oil heat...the preferred heat that gives you 
added safety, added dependability at lower 
cost. W Check the addresses below. Take 
the family and drive out today to see Added 
Value Open Houses. 











Newspaper ads plug oil heat, list house addresses 


@ On ads in 21 newspapers, mainly in Sunday 
editions. Full-page ads were used in markets with 
more than one model home on exhibit. Each ad 
carried a map of the specific area, pinpointed the 
“Added Value Homes,” and mentioned the builder 
and real-estate agent. 

@ On announcements over four television sta- 
tions that cover most of the markets. TV ads were 
spot announcements. They showed a series of still 
pictures and drawings while an announcer urged 
listeners to inspect the “Added Value Homes” and 
told them how oil heat added value to these homes. 


e@ On 90 billboards throughout the area. Copy 
on some boards tied directly to the “Added Value 
Homes” (‘Follow the flags to the Added Value 
Open Houses”); copy on other boards was related 
to the over-all theme of the campaign (“Oil Heat 
Adds Value in 6 Ways’). 


The rest of the money was used to develop a 
sales kit for each model home. The kit included 
colored streamers, balloons for children, directional 
signs and lawn signs, replicas of billboards to place 
in the homes, identification badges, paper carpet- 
ing to keep floors clean, and copies of local home- 
and-garden magazines. 


Why It Was Done 


The oil-heat men in the area were doing more 
than just helping builders and real-estate men sell 


Fuel Oil 


Sales kit is provided for each participating model home 


modern oil-heated homes. Deeper objectives were: 

e@ To establish a firm relationship between oil- 
heat men and the builders, real-estate men, and 
architects who can help sell oil heat. The “Added 
Value Homes” campaign was one of several local 
OHI projects undertaken in 1960 and this year to 
zero in on this important target. OHI of Wash- 
ington previously had sponsored a seminar for this 
“influential” group, made field contacts with key 
builders and realtors in important oil-heat markets, 
devised an oil-heat manual for architects, and set 
up an equipment-allowance program. 

e To boost the market for heating-oil sales 


Fuel-Oil Features in This Issue 


Comments on the new computing meter 
How safe is fuel oil? 

Heating oil’s ‘year of decision’ 

Industry watches Shell head-office switches 


Shipments blocked on Upper Tennessee River ........ 


Helping builders sell oil heat in homes . 
Memos for fuel-oil men 

Tips on how jobbers can grow 

How a barge plant saves $25,000 a year 


New dual-payload barge may save shippers money .... 


World’s biggest Shell jobbership 





Fuel Oil 


(Begins on page 104) 

and oil-heat-equipment sales. Oil-heat men figure 
they will gain 280,000 gal. a year in sales from 
the 280 new homes. The heating equipment in- 
stalled in these new homes—most of it warm-air 
equipment—adds $250,000 to heating-equipment 
sales. 

e@ To beat competition to the punch. In this 
market, oil competes with natural gas and electric 
heat. But neither competitive fuel has offered 
builders anything like the OHI program. “It shook 
up the natural-gas people,” says one builder. An- 
other reports natural-gas representatives have since 
- visited builders and real-estate men to assure them 
natural gas would like to be of assistance. But oil 
got there first. 

e@ To sell oil heat for the future. While people 
inspecting “Added Value Homes” may not have 
any immediate idea of buying a new home, they 
become acquainted with the oil-heat story. If they 


do decide later to buy a home, they will be familiar 
with oil heat. Then, too, “Added Value” banners 
told them oil heat can add to the value of their 
present homes. Other messages told them of oil 
heat’s economy. 


What's Next? 


For the Washington OHI, this promotion was a 
first-time affair. Since builders and real-estate men 
liked the idea, it could probably be repeated next 
year. The decision will come later. 

If the campaign, or something like it, is repeated, 
there will probably be some changes. Some par- 
ticipants suggest there should be more information 
in the advertisements. One real-estate man says 
listing the model home is not enough. He says poten- 
tial house buyers want information about the house 
(size, price, features) before they decide to take a 
look at it. & 








Memos for Fuel-Oil Men... 





>Tin man made of pipe, elbows, 
plenum chamber, and registers is 
used by Connecticut Refining Co., 
Hartford, Conn., to advertise that 
it installs oil-heat equipment and 
heating systems. The tin man 
stands as a sentinel in front of the 
jobber’s office. 


New York City may be the first 
city in the nation to get oil-power- 
ed snow-removal equipment in time 
for next winter. City officials are 
talking with Thermal Research & 
Engineering Co., Conshohocken, 
Pa., about a mobile-mounted unit. 


> American-Standard’s new built- 
in air eliminator is now furnished 
at no extra cost with its Arco- 
leader oil-powered hot-water boil- 
ers. Baffles in the Eliminaire, 
American-Standard says, divert air 
bubbles into a pipe leading to an 
expansion tank or air vent. 


>A second edition of “Domestic 
and Commercial Oil Burners in- 
stallation and Servicing” has been 
published by McGraw-Hill Book 
Co. The author is Charles M. 
Burkhardt, former managing di- 
rector of Oil-Heat Institute and 
now vice president of National Oil 
Fuel Institute. He has included 
new types of domestic burners and 
accessories and additional informa- 
tion on commercial burners. The 
new book also covers improved in- 
stallation and servicing techniques. 


>To counter a gas utility in Seat- 
tle that’s offering to rent burners 
at $2 a month, a heating-oil job- 
ber there has come up with a pro- 
gram to rent oil burners at $1.85 
per month. 


POil Heat Council, Philadelphia, 
has picked up the weekly “Build- 
ers’ Showcase” television program 
to advertise builders’ model homes 
that have oil-heat installations. 


>A Pennsylvania heating-oil job- 
ber, making personal phone calls 
to accounts in arrears, finds that 
he usually gets the “boss” of the 
family at home by placing calls on 
Saturday mornings. Once _ the 
breadwinner, is reached, collection 
is usually assured, he says. 


> Meenan Oil Co. has learned in its 
gas-to-oil conversion sales push in 
Levittown, N. J. (NPN—Dec. ’60, 
p 92), that compact gas-heat units 
installed in a closet in the center 
of the house take up too much 
closet space. As a result, most of 
Meenan’s conversion units are 
placed out in the garage. Home- 
owners are glad to pay extra to get 
the heating unit out of the closet. 
Housewives in Levittown are hap- 
py because they have more closet 
space, something apparently no 
woman can have enough of in any 
house. 


>A jobber found burner and blow- 
er motors were the cause of extra 
service calls because starting con- 
tact switches were being pitted. To 
help solve the problem, he gave 
cans of household lubricating oil 
to his heating-oil accounts, along 
with instructions for oiling heater 
motors. The jobber’s burner-serv- 
ice department figures that free- 
turning motors will result in less 
pitting of switch contacts, fewer 
service calls, and fewer replace- 
ments. 
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... demand the ULTIMATE 
in OUTDOOR LIGHTING... 
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PLUS THESE ADDED PERFORMANCE FEATURES: 


This beautiful, weather proof, tapered 
fluorescent fixture is the first to operate 50% 
cooler than Underwriters’ requirements. Not 
only is the COBRA fixture 3%” thin, but the 
ballasts are mounted on the side for added 
cool efficiency and performance. 


The COBRA is available with 3, 4 or 5 lamps 
for the 6’ fixture, 4 lamps for the 8’ fixture. 
The COBRA can be mounted on WHITEWAY’S 
new and improved post adapter, horizontally 
“or —vertizatty. for single or twin fixtures. 
WHITEWAY) has a complete line of poles 
applicable: 't COBRA fixture. So, if you 
demapd-tie UtTIMATE in outdoor fluorescent 


_~—_ Aigfifingerdemand the COBRA by WHITEWAY. 


cod 


~~ WRITE WHITEWAY, CINCINNATI, FOR“COMPLETE INFORMATION 


DISTRIBUTORS IN EVERY MAJOR CITY 


with Air and/or Water Outlets 


NEW...I1MPROVED 
POST ADAPTER 
e Designed 300% stronger 


e Positive Wiring Channels . . 
problems at Pole Top 


. No 


e Easy access to Wires through New 
and Improved Wiring Box 
e@ Completely Adjustable 


e Teeth Deep Serrated for Positive 
Locking 


MANUFACTURING COMPANY 





—— <<. 


*T, M. REG. 
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Fuel Oil 


Tips on How Jobbers Can Grow 


Here are some ideas on how to expand business and boost profits. 
They're tested methods—suggested by men who know they work 


Ms YOUR BUSINESS GROW may be easy 
enough when there’s plenty of money around 
and you are in an expanding market. But when 
money is scarce and your market is more or less 
static, you need initiative, ingenuity, and good ideas 
if you’re going to grow. 

Here are some suggestions heating-oil men made 
when they got together for a jobber-management 
clinic during Oil-Heat Institute’s final convention. 
(NPN—June p114). 


e@ Get into as many segments 
of the oil industry as economic 
and marketing conditions in 
your area allow. That’s how 
Berry Coal & Oil Co., Greens- 
boro, N. C., grew from an oper- 
ation that sold 225,000 gal. a 
year immediately after World 
War II into one that now adds 
625,000 gal. to its business each 

Berry year. 

“We considered all parts of the industry the 
majors are in,” says Berry, general manager of the 
family-owned business. Production and refining 
were out because they required too much money. 
But transportation and terminal operations were 
within the company’s financial means. Studying how 
majors do business, we found they made money in 
transportation,” Berry says. “Terminal operations 
would be profitable, too, and although storage 
would cost money, we found we could handle it.” 

Now, Berry Coal & Oil has gone into gasoline 
hauling and wholesale-retail gasoline and heating- 
oil sales. It expands every year. 

ce @ Sell oil-powered water 

heaters, says Murray Green, 
engineering vice president of 
Trageser Cooper Works, Ja- 
maica, N. Y., a manufacturer 
of such units. 

“There’s a ready replacement 
market for oil-powered water 
heaters that oil men haven't 
touched yet,” Green says. Of 

Green more than 20-million gas-fired 
water heaters in use, 10% fail every year. That’s a 
market potential of 2-million units a year. But oil 
men now reach only 1.5% of that market with oil- 
powered water heaters. 

By selling oil-powered units, you are giving 
homeowners one of the things they most need—a 
good supply of hot water at a lower cost than any 


other fuel offers. “This will tend to keep home- 
owners with oil heat longer,” Green says, because 
with a good supply of hot water assured, they will 
be reluctant to change to any other fuel. 


Each oil-powered unit consumes 350-400 gal. of 
No. 2 oil a year. 

And by selling and installing oil-powered water 
heaters, you also create a good market for the sale 
of automatic controls. 


e Sell all-inclusive service 
policies on a monthly budget 
plan, recommends Robert Faw- 
cett of Robert Fawcett & Sons 
Inc., Cambridge, Mass. (NPN— 
June p101). 

Faweett’s one policy covers 
everything that’s part of the 
burner and associated equip- 
ment (such as tanks and mo- 
tors) that many others tend to 


Faweett : 
overlook. 


“Doing it this way,” he says, “makes the plan 
look better and comforts the customer.” 

To show that all-inclusive coverage really is a 
bargain, Fawcett sends out correctly priced service 
statements, but stamps them “‘no charge” to remind 
customers they are getting the work done at no 
extra charge, as a service-policy benefit. 

A good way of selling all-inclusive service on a 
budget plan, Fawcett says, is to call accounts not 
covered by service plans after they have had service 
work done and offer to include their latest service 
charge under the all-inclusive policy if they sign up 
immediately. 


e Become more conscious 
of the importance of efficiency 
in your operations, say Don 
Sanders, sales manager of Gor- 
man-Rupp Co. 

“Efficiency in operations to- 
day,” he says, is a necessity 
more than ever before. That’s 
because jobbers are learning 
that minutes mean money. 


Sanders Jobbers, Sanders says, should 


study advanced techniques of fuel-oil deliveries, 
starting with fast-fill equipment on home-storage 
tanks and working through delivery equipment to 
loading racks at the bulk plant. Right now, use of 
fast fills is confined mainly to the East. 
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NPN’‘s Semiannual Survey Shows... 





Lubrication 


Motor Oil Ratios Still Dropping 


ERVICE STATION motor-oil ratios tumbled a gain 

during the past fall-winter period. 

Despite continuing industry efforts to promote 
more frequent oil changes (NPN—Nov. °60 p115), 
NPN’s latest seminanual survey shows a national 
service-station average of 0.83, down six points 
from the previous corresponding seasonal figure of 
0.89. Only four years ago, the average stood 25 
percentage points higher, at 1.08. An over-all pat- 
tern of decline has been evident since NPN began 
measuring ratios 13 years ago. 

NPN’s motor-oil ratio shows the number of gal- 
lons of motor oil sold per 100 gal. gasoline. 
Put another way, a ratio of 0.83 is equivalent to 
one gallon of motor oil sold per 120.68 gal. 
gasoline. 

Ratio figures are based on reports from 22 key 
marketers selling motor oil—not on total sales fig- 
ures. Each company’s ratio is weighted by its gaso- 
line volume. The 22 reporting companies comprise 
43 geographical units in five Petroleum Administra- 
tion for Defense (PAD) districts (see map). 

Here’s the district-by-district picture: 


FW FW FW % 
PAD District 58-59 °59-'60 °60-61 Change 
1 (East Coast) 0.89 0.85 0.80 —6 
2 (Midwest) 0.98 0.96 0.92 
3 (South-Southwest) 0.94 0.87 0.82 
4 (Rockies) 0.97 0.87 0.84 
5 (West Coast) 0.87 0.85 0.78 


U.S. AVERAGE 0.92 0.89 0.83 


For the fall-winter period, 31 marketing units 
reported ratios lower than 1.00. The year before, 33 
were that low. In 1957-58 there were 20; in 1956- 
57, only 8. Of the 43 marketing units, 29 showed 
ratios lower than last year; 13 showed gains; one 
remained the same. 
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Greatest single decrease for any reporting unit 
was 24 points. Greatest single gain was 37 points. 

What’s the Cause?—As always the big factor in 
the sagging ratio picture is increased mileage be- 
tween crankcase drains. New API recommenda- 
tions (NPN—June °59 p85) are designed to check 
ballooning recommendations by car manufacturers, 
and the American Petroleum Institute’s lubrication 
committee is promoting them hard. But some mark- 
keters feel the root of the trouble lies in inadequate 
selling on the driveway. 

NPN projections show the average motorist 
drove 4,323 miles between changes in the fall- 
winter period, up from 4,307 last year. The average 
number of oil changes over the six-months interval 
dropped to 1.30, from 1.36 the year before. 

What it means—NPN’s current survey shows 
that the industry has more and more of a job on its 
hands as it attempts to bring oil sales up. 


Petroleum Administration for Defense Districts 


For detailed breakdowns of this year’s ratios, as 
well as those of past years, please turn the page > 





Here's What's Happening to Motor Oil Ratios 


(Begins on page 109) Petroleum Administration for Defense Districts 


1. Motor Oil Ratios for All Stations by Marketing Units 
(Figs. in %) 
Dist. Dist. Dist. Dist. Dist. 

Season 1 2 3 a 5 
S-S 1955 1.25 1.30 1.34 1.40 1.23 
F-W 1955-56 aoeaes 0.99 1.20 1.23 1.13 1.08 
S-S 1956 ; 1.23 1.24 1.32 1.27 1.11 
F-W 1956-57 ....... . 1.05 1.13 1.22 1.14 0.97 
S-S 1957 ¥ . 1.08 1.10 1.17 1.14 1.09 
F-W 1957-58 ................ 0,92 0.90 1.04 1.03 0.88 
6 008 ....... oes 1.07 1.15 1.09 0.96 
F-W 1958-59 am . 0.89 0.98 0.94 0.97 0.87 
S-S 1959 io 0.99 0.96 0.96 1.03 0.91 
F-W 1959-60 ..... 0.85 0.96 0.87 0.87 0.85 
S-S 1960 rh .. 0.92 1.04 0.94 0.98 0.85 
F-W 1960-61 0.80 0.92 0.82 0.84 0.78 


2. Breakdown of Marketing Units Reporting both Over-All 4. Station Oil Sales Ratios 
and Station Only Ratios* 
Dae. Season Over-All = Dae. Season Over-All — for Spring-Summer Periods 
1 S-S 1955 1.28 1.22 4 §-S 1955 . eS? 1.45 F 
F-W 1955-56 .... 0.98 0.91 F-W 1955-56 .... 1.28 1.12 (Figs. in %) 
S-S 1956 1.18 1.12 S-S 1956 . 1.41 1.31 
F-W 1956-57 1.05 0.93 F-W 1956-57 . 1.30 1.19 
S-S 1957 1.09 1.01 S-S 1957 . 1.34 1.26 Units 
F-W 1957-58 . 0.87 0.79 F-W 1957-58 1.11 1.00 Re- 
S-S 1958 1.00 0.93 S-S 1958 1.21 1.12 PAD port- Sew 5a 
F-W 1958-59 0.93 0.81 F-W 1958-59 “eas 0.97 owt. ag tee = 
S-S 1959 1.04 0.92 S-S 1959 iso ee 1.07 1 1952-53 1.20 
F-W 1959-60 0.88 0.78 F-W 1959-60 : ; 0.91 1953-54 1.14 
S-S 1960 Ska 1.00 0.87 S-S 1960 eo 1.13 1954-55 1.17 
F-W 1960-61 0.88 0.72 F-W 1960-61 ... : 0.90 1955-56 0.99 
1956-57 1.05 
1957-58 0.92 





1.39 1.24 : S-S 1955 ere 1.21 
1.30 1.15 F-W 1955-56 rm © 1.08 1958-59 0.89 
, 2 1.18 S-S 1956 eee. 1.11 1959-60 0.88 
Be 1.09 F-W 1956-57 . 0.95 1960-61 0.80 
1.21 1.09 S-S 1957 ie 1.04 1952-53 1.43 
1.09 0.98 F-W 1957-58 A 0.87 1953-54 130 
L&2 1.00 S-S 1958 ..... j 0.94 iy - 


1954-55 1.27 
e 58- 


1.08 0.95 =) 59. f ; 1956-57 1.13 
1.10 0.99 1957-58 0.90 
0.99 0.91 0.86 1958-59 0.98 
‘ 1 Rains ; 1959-60 0.96 
1.31 1.23 .S. ‘ eas i 1960-61 0.92 
1.14 1.05 2 55-5 1.17 : 3 1952-53. 1.31 
. 1.24 1.11 -§ 195 1.25 : 1953-54 1.26 
1.14 1.07 56-5 .> 433 ! 1954-55 1.29 
, £17 1.11 1.16 i 1955-56 1.23 
0.90 0.86 J 57-58 0.99 1956-57 1.22 
1.07 1.01 S-S 195 1.06 1957-58 1.04 
1.07 0.88 F-W 1958-59 1.00 1958-59 0.94 
aS 0.93 S-S 1959 1.05 1959-60 0.87 
. 101 0.88 F-W 1959-60 . 0.96 0.86 1960-61 0.82 
‘ .. 1.06 0.93 S-S 1960 0.98 0.86 1952-53 1.39 
F-W 1960-61 . 0.97 0.82 F-W 1960-61 0.92 0.81 1953-54 1.26 
1954-55 1.27 
1955-56 1.13 
1956-57 1.14 
1957-58 1.03 
1958-59 0.97 
1959-60 0.87 
1960-61 0.84 
1952-53 1.21 
1953-54 1.15 
1954-55 1.19 
1955-56 1.08 
1956-57 0.97 
1957-58 0.88 
1958-59 0.87 
1959-60 0.85 
1960-61 0.78 


woowowowvowono 


’ 
wn 
— 
wo 
Uv 
ar 

os 


S 
F 
S 
F 
S 
F- 
S 


A A IG 
7) 
© 
LAY 
ios] 


PaP NH y 


’ 
~“ 


Yn yy 


* Includes only companies reporting separate service-station-only ratios and ratios through all retail 
outlets, such as stations, garages, car dealers, chain stores. 


3. Breakdown by Individual Consumption 


Avg. Qt. Avg. No. 
Avg. Qt. Avg. Mi. Avg.Gal. Avg. Qt. Makeup Oil Chas. Avg. Gal. 
Sold Per er ‘Gas’ Per Refill Per PerCar PerCar Miles ‘Gas’ 
Car Per Car Per Car Per Car Per Per Per Between Sold Per 
Year Season Season Season Season Season Season Changes Gal. Oil 


S-S ’55 17.03 5,030 335.3 11.92 5.11 2.38 2,113 78.7 
F-W °55-’56 . .11.59 3,952 263.5 8.11 3.48 1.62 2,440 90.9 
S-S "56 16.49 5,027 335.1 11.54 4.95 2.31 2,176 81.3 
F-W °56-"57 . .12.63 4,384 292.3 8.84 3.79 1.73 2,534 92.5 
14.43 4,920 328.0 10.10 4.33 2.06 2,388 90.9 
11.56 4,366 291.1 8.09 3.47 1.37 3,075 104.1 
13.99 4,998 329.9 9.79 4.20 Wy e2 2,906 94.3 
10.72 4,373 291.5 7.50 3.22 1.32 3,313 108.8 
13.68 5,344 356.3 9.58 4.10 1.68 3,181 104.2 
10.64 4,307 299.0 7.45 3.19 1.36 3,167 112.4 


- 13.76 5,265 365.6 963 4.13 1.75 3,008 106.3 Figures on this page show six-year 
F-W "60-61 .. 9.88 4,323 298.1 6.92 2.96 1.30 3,313 120.7 trends. Earlier figures available in NPN 
Data reflect buying patterns as indicated by service station oil ratio data only. FACTBOOK, 1955, p142, or on request. 
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ATTENTION FUEL OIL DISTRIBUTORS 





INSTANT INVOICING—a complete invoice is 
calculated and printed automatically, right at 
the point of delivery! 


The amazing new Lockheed Computing Register, 
installed on your trucks, prints a complete, accurate 
invoice the instant oil delivery is completed. The 
driver simply inserts the ticket and turns the handle; 
makes the delivery; then turns the handle back. The 
invoice is calculated and printed automatically. 
Result—/nstant Invoicing gives you new profits 
through savings in these 3 important ways: 


1. CUTS DELIVERY COSTS—Lockheed’s Comput- 
ing Register prints a complete invoice in less than 
a second. Saves at least a minute per delivery. 
Makes your trucks more productive. Your driver 
“ does not waste time calculating and then filling in 
the delivery ticket. He just cranks the handle. Jn- 
stant Invoicing can substantially reduce delivery 
cost—probably your single biggest expense. 


2. SAVES BILLING EXPENSE—the Computing 
Register makes the delivery ticket your customer’s 
invoice. It instantly does all the figuring—with or 
without sales tax or discounts. Think how this can 
reduce your overhead! It saves unnecessary billing, 
cuts clerical time required for checking and extend- 
ing delivery tickets; and for typing, handling and 
mailing invoices. It provides record copies for you, 
too. Instant Invoicing means faster settlement of 
accounts receivable and elimination of costly errors. 


3. REDUCES “LOST” GALLONAGE—the Register 
computes tenths of gallons. If you have been round- 
ing off your figures to the nearest lower gallon, you 
have been taking a beating on “lost” gallonage. 
With the Computing Register, you get paid for 
every drop of oil you deliver. This extra feature 
of Instant Invoicing can add up to a tidy extra profit 
for you each season. 


Total protits through savings 


The LEC Computing Register is the subject of a pending patent application. 





Register eatns extra protits tor you in 3 ways! 


FACTS AND FIGURES show you how Instant Invoicing 
builds extra profits through savings. 


The three major benefits of Jnstant Invoicing —savings 
on (1) delivery cost, (2) billing expense, (3) “lost” 
gallonage—each earn you an extra fraction of a cent per 
gallon, fractions that add up to important extra profits. 
Below we show how Instant Invoicing with the Lockheed 
Register works for the “average” fuel oil distributor. Of 
course your operation is different, but the savings defi- 
nitely apply to you, too! 


ony 
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SAVE ONE MINUTE PER DELIVERY and you get an 
extra 25 minutes of “free” truck and driver time 
every day. Here’s how it goes: the average truck 
makes 25 drops a day. With /nstant Invoicing you 
save at least one minute per delivery. This means 
you get an extra 25 minutes a day and you cut the 
average delivery cost of 1.23¢ per gallon by 6%. 
Your profit through savings—.072¢ per gallon. 


REDUCE OVERHEAD by cutting billing expenses. 
The average fuel oil distributor processes 15,000 
invoices per heating season through his clerical 
staff. With Jnstant Invoicing, you can easily cut 
this in half and reduce your clerical needs. Since 
typical office overhead costs run .97¢ per gallon, 
reduction of clerical time can save you as much as 
10% of your overhead costs. Your profit through 
savings —.097¢ per gallon. 


CHARGE FOR TENTHS OF GALLONS and you in- 
crease your earnings yet another way with /nstant 
Invoicing. If you round off an average of only a 
quarter of a gallon at every delivery (and it’s 
usually more), you’re losing about 63¢ per day, 
per truck. That’s more than 1% of your gross 
profit! With the Lockheed Computing Register 
figuring tenths, your profit through savings—.012¢ 
per gallon. 


18¢ per gallon! 








PLUS 


+» THESE OTHER IMPORTANT BENEFITS 


CUSTOMER CONFIDENCE. Your customers get 
a printed invoice that they know is complete 
and accurate. They respect this service, pre- 
fer to do business with an up-to-date outfit 
that handles invoicing efficiently and ac- 
curately. 


EMPLOYEE GOODWILL. Your drivers will 
appreciate Instant Invoicing. It saves them 
the discomfort of standing around in bad 
weather, going through a calculating chart, 
and then filling out a delivery ticket. 


COMPUTATION OF TAX AND DISCOUNT. 
Rates are assigned in advance at the office 
through use of notched delivery tickets. The 
register computes accordingly—automatically. 
Your driver does not have to be an account- 
ant. Saves work for your billing department. 
Eliminates another source of error. 


EASE OF OPERATION. It’s a cinch to use! Just 
insert the ticket and turn the handle before, 
then after, delivery. 


PRE-SET COUNTER. Gallons to be delivered at 
any given stop can be pre-set. Turns off pump 
automatically. May instead be used to indi- 
cate gallons left in truck. 


TOTALIZER. Separate indicator shows total 
gallons delivered, total sales tax and total 
dollar volume of all transactions. It’s an easy 
way to check deliveries at the end of each day. 


DEPENDABLE PERFORMANCE. The Lockheed 
Computing Register is completely mechan- 
ical and is designed for season after season 
of rugged service. It is backed with a full-year 
warranty by Lockheed—one of the world’s 
largest manufacturers. 


PROVED IN SERVICE... 





THIS DELIVERY TICKET is ready for the customer. Lockheed Com- 
puting Register calculates and accurately prints the invoice. 


Since mid-February of the worst winter in a decade, 
Lockheed Registers have been tested in daily use by 
Meenan Oil Co. at its Pennsylvania operation and, 
since early April, on Long Island. One of the largest 
fuel oil dealers in the country, Meenan reports driver 
enthusiasm, customer satisfaction and a substantial 
saving in operating costs. 


William F. Kenny Jr., president of Meenan, puts it 
this way: “Our new Lockheed Registers promise to 
pay for themselves faster than any other equipment 
we ever installed. We've already proved that these 
Registers save at least one minute per delivery. And 
that means we have been delivering 2,500 more gal- 
lons per day, per truck. Our drivers are on an incen- 
tive basis and they really appreciate the difference. 


“In our multi-state operation,” says Kenny, “We find 
the ability of the registers to compute taxes or dis- 
counts, or both, a very helpful feature. It saves time 
and insures accuracy. 


‘“Here’s another point. Since the Lockheed Registers 
compute costs including tenths of gallons, we’re now 
getting paid for all the oil we deliver. 


“When we get all our trucks equipped with the Lock- 
heed unit, we'll be able to cut our clerical expenses 
sharply. 

“There’s no doubt in my mind that the Lockheed 
Computing Registers will pay for themselves fast—for 
us or for any fuel oil distributor.” 


t 
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FACTS YOU SHOULD KNOW ABOUT LOCKHEED ELECTRONICS COMPANY 
—manufacturer of the Lockheed Computing Register 


Now serving the fuel oil industry, Lockheed Elec- 
tronics is part of the Lockheed Aircraft Corpora- 
tion, whose engineering resources are now being 
applied to a wide array of new commercial and 


industrial products bearing the name “Lockheed.” 
Among these products is the Lockheed Computing 
Register that brings you new ways to improve your 
operation and increase your profits. 


See your equipment jobber or contact — | | 
LOCKHEED ELECTRONICS COM 


COMPUTING REGISTER SALES ¢ PHONE Liberty 9 
METUCHEN, NEW JERSEY 





If you've got 
the fuel, 
we've got 

the 





4 


TYPE 72-A PUMP HOSE can’t be crushed, always springs back 
into shape. Outlasts ordinary hose, often as much as 2 to 1. 


NYLON CORD DOCK LOADING HOSE is lighter, more flexible, but strong 
enough to absorb the pulsations that weaken other dock hose. 





TYPE 83 FUEL OIL HOSE handles easily, reels readily, speeds 
deliveries. Made of special rubber that stays flexible 
even in cold weather. 


I you need a 1%” gas pump hose, or a massive 12”, 11-ply hose for 
dock service, B.F.Goodrich has it—and in between, just about 
every possible kind of hose needed for efficient handling of gasoline 
and oil. Four of our best sellers are shown on this page. 

Your nearby B.F.Goodrich distributor can describe all the various 
types of hose we make, tell you what to expect from each, help you 
decide which is your best buy. 

If you'd like to study catalog 


: : . before getting down to 
TYPE 82-A TANK TRUCK HOSE is 20% lighter than sheets before getting ¢ 


a . _ : > - — 
other hose for the same service. Even with the CASES, JUSt White B.F.Goodrich B.EGoodrich 


4” size, one man can unload it, hook it up, and Industrial Products Co., Dept. 
reload it on the truck. M-132, Akron 18, Ohio. 
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EBS eS Sal 


Monongahela River barge terminal opened opportunities to Guttman Oil when Esso changed its operations and moved out 


How a Barge Terminal Saves 


Moving from a bulk plant to a barge terminal lets Guttman Oil Co. 
buy product more cheaply, cuts operating and maintenance costs 


JOBBER in western Pennsylvania is saving 

$25,000 a year because he moved from a 

bulk plant into a barge terminal when his competi- 
tion moved out. 

Leo Guttman, top hand at Guttman Oil Co., 
Texaco gasoline and heating-oil jobbership in 
Speers, Pa., had a transport-supplied bulk plant 
on the Monongahela River. By moving into a barge 
plant nearby, he was able to cut his fleet opera- 
tion and maintenance costs and take advantage of 
his supplier’s lower product prices for barge buyers. 


How the Switch Came About 


Guttman’s three-block move from bulk plant to 
barge terminal dovetailed with Esso Standard Oil 
Co.’s move from the barge plant to a pipeline dis- 
tribution center in Pittsburgh. 

When the state began permitting larger tractor- 
trailer units, Esso figured it could save money by 
working directly from Pittsburgh instead of relaying 
product from Pittsburgh to Speers for distribution. 

Guttman had farther to go for his product—he 
picked it up at Texaco’s terminal at Coraopolis, 
northwest of Pittsburgh. He thus figured he could 
save money by taking his product in 8,000-gal. 
quantities from a barge, instead of 4,000- to 6,000- 
gal. quantities from his fleet of transports. 


As a result, Guttman bought the Esso plant in 
October, 1958, and moved in six months later in 
April, 1959. 

Why does a jobber buy another plant when he 
already owns a river-bank plant that he could con- 
vert to a barge terminal? Guttman’s answer: 

“I could have converted the old plant, but only 
at a high cost. I would have had to dredge the 
river, build a dock, add more storage, repipe the 
plant, and add new pumping facilities. 

“That would have taken time. And it would have 
cost me as much as the Esso plant. Besides, an- 
other company I am interested in needs the office 
and warehouse space at the old plant.” He refers 
to Guttman Supply Co., a TBA-automotive supply 
house operated by his brother Jesse. 

The Esso property covered 20 acres, with 15 
of the acres available for storage. Guttman’s old 
plant covered 10 acres. 

“I can put up about 20 tanks of 20,000-bbl. each 
on the rest of the land at the barge plant,” Guttman 
says. That would give him 13 times the storage 
he has now at the barge plant and 40 times what 
he had at the old plant. 

The old plant’s storage facilities are not written 
off as a loss. Guttman says 300,000 gal. of storage 
for gasoline and 60,000 gal. storage each for No. 
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Bulk Plants and Terminals 





Moving from a bulk plant to a 
barge terminal added some new 
costs, says Leo Guttman, top man 
at Guttman Oil, but the over-all 
savings far outweigh the additional 
expenses 


a Jobber $25,000 a Year 


2 oil and kerosine can be leased out. “It can be 
used for asphalt or chemical storage,” he says. 


How the Terminal Saves Money 


With the old plant, Guttman picked up product 
at Coraopolis. He delivered 60% directly to sta- 
tions and hauled 40% to his plant. He was, in effect, 
operating from two points, Coraopolis and Speers. 
He now operates only from Speers. 

In the first year he used the barge plant, Gutt- 
man figures he saved $25,000 by these moves: 

e@ Laying up three 4,000-gal. transports. He no 
longer pays for gasoline, oil, maintenance, license, 
and insurance on these units. He hasn’t sold them 
because he wants to trade them in later. “I can get 
more for them by trading instead of selling,” he 
says. 

e@ Cutting his work force. Guttman gets along 
with two fewer drivers. “This saves me about $12,- 
000 a year in wages,” he says. (One driver who 
was laid off when Guttman retired the transports is 
now working on a new 4,000-gal. transport bought 
since the move.) 

e@ Eliminating overtime. The 90-mile round trip 
between Speers and Coraopolis took five hours, 
giving Guttman two loads per transport in a 10- 
hour shift that included two hours of overtime. 
Traffic, Guttman adds, was always a problem even 
though drivers skirted Pittsburgh. “But they 
couldn’t help getting caught in city-bound traffic 
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either coming or going.” And hills in the area are 
many and steep, cutting down the speed of loaded 
units. 

e Increasing the efficiency of his operation. “We 
get more gallons out of a unit in a day now,” Gutt- 
man says, since trucks roll up less deadhead mileage 
between stations and supply point. “We get 3,000 


Bowser dehydrator-filter assures clean, water-free fuel 





(Begins on page 116) 


gal. more daily from our 6,000-gal. transports,” he 
adds. The barge plant is open 24 hours a day; the 
old bulk plant was open half a day. Drivers shifted 
to Coraopolis for product after 6 p.m. 

e@ Closer control over drivers. “We never ac- 
tually knew where a driver was or what he was 
doing,” Guttman says. All he knew was that a driver 
had a certain truck out. Now with drivers coming 
back to the barge plant for new loads after each 
delivery, Guttman can check on them. 

e@ Increasing loading speeds. Guttman loads gas- 
oline at 750 gpm and heating oil and kerosine at 


500 gpm. At his old plant, he loaded gasoline at 
400-450 gpm and distillates at 200 gpm. 

Barge-plant operation, Guttman says, saves him 
money, but there are some ways it costs more. 
These are the additional costs: 


Barge chartering and towing. It takes a full day 
to reach Speers from Coraopolis and a full day, 
including unloading time, to return. 

Additional Labor. “We had to add another dis- 
patcher, since we keep open 24 hours,” Guttman 
says. But part of that additional cost is being met by 
increased output per transport. He had to hire a 
man to supervise barge unloading, see that the 
right product goes into the right tanks, take samples 
of each load, and gage tanks. 

Larger investment in inventory. Guttman has 
to dig deeper in his pocket to pay for 8,000-bbl. 
barge loads of product than he did for transport 
loads. But he does not have to do it so often and 
he gets it cheaper buying by the barge load. 

More insurance. Guttman carries marine and 
barge insurance and has increased his product-loss 
coverage because he has more to protect. “My in- 
surance is three times greater than what it was,” 
he says. 

Paying on a temperature-compensated basis. This 

_is required of large buyers. “You have a certain loss 
doing it that way,” he says, “compared with buying 
it by calibrated tanks.” 

Guttman runs a risk of greater loss in being 
caught with full tanks. In a downward price move- 
ment, he would lose more since his storage capacity 


Island-type loading 
rack loads gasoline 
from one side, fuel 
oil from the other 


has increased. Conversely, he gains more than ever 
if the price moves up and his tanks are full. 


How Guttman Changed His Plant 


Before he could use his barge plant, Guttman had 
to spend about $25,000 making changes. 

He had to adapt the plant’s piping to two grades 
of gasoline. It was laid out to handle Esso’s three 
grades. 

He changed piping to the island-type rack so he 
could load all his product—two grades of gasoline, 
No. 2 oil, and kerosine—at one place. Esso had 
loading positions elsewhere for light distillate, and 
loaded only gasoline at the rack. Guttman set up 
the rack so he can load gasoline at one side and 
light distillates at the other. 

Guttman had to replace pumps, motors, and 
meters that Esso took along in the move. He bought 
new 4-in. Brodie B82D meters with ticket printers 
and 4-in. Wheaton Brass loading assemblies for his 
two gasoline-loading spots. From his old plant, he 
took 3-in. Brodie meters and 3-in. Wheaton Brass 
arms for use on his distillate spots. 

He installed a 3-in. Brodie meter and ticket 
printer so he can meter returned product. “At times 
an account can’t take a full load, so in pumping 
product back we meter it to find out how much he 
did take,” Guttman says. 

Allis Chalmers pumps powered by 10-hp General 
Electric motors are used on three gasoline lines, 
one for premium, one for regular, and one for his 
standby storage on regular. Standby tanks are used 
to load transports when other tanks are being filled 
from barge. Two of the pumps, reconditioned, come 
from his old plant. The third is a new unit. 

On his distillate lines, Guttman is pumping with 
two Ingersoll-Rand 3RVL7'% units powered by 
General Electric motors, also taken from his bulk 
plant. He added Bowser 842-DR-CL dehydrators 
on each distillate line. 

So far he’s made no changes in his storage. He 
has one 20,000-bbl. tank for regular-grade gasoline, 
two 500-bbl. tanks for standby storage on regular- 
grade fuel, four 1,700-bbl. tanks for premium, 70,- 
000 gal. in four horizontal tanks for No. 2 oil, and 
one 250-bbl. tank for kerosine. a 
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“‘It is our practice to enter a field of pumping 
service only when able to provide a superior pump 
and better performance.” 


J.C. Gorman H. E. Rupp 


=m SIMPLICITY 
IS BASIC 


IN 
GORMAN-RUPP 


PUMPS 


Here are inside views of three Gorman-Rupp 
pumps that perform widely different services 
in the petroleum field. 

The essential simplicity of Gorman-Rupp 
design is clearly evident in the illustrations. 
These pumps are built to be highly efficient, 
strong and durable. They’re built to stay on 
the job. Minimum downtime for servicing. 
Minimum expense for maintenance and repair. 
Maximum volume of petroleum products 
pumped for every cent of cost. 

Specify them with confidence. See your 
Gorman-Rupp distributor or write us direct. 





THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET MANSFIELD, OHIO 


GORMAN-RUPP OF CANADA LTD. 


ST. THOMAS, ONTARIO 


MODEL 06BB 
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Phantom view shows how alumi- 
num extrusions become an inte- 
gral part of the tank shell. Note 
how this design eliminates cross 
welds or potential failure areas 
in the main reinforcing beams. 
TR-923 *Patent pending. 


NATIONAL PETROLEUM NEWS ° July, 1961 





Over a year ago, Tyai|mobile introduceg_an entirely 


new kind of aluminum tank—the EA.” : 
It differed radically from conventional designs in 


that it used integral aluminum extrusions as pri- 
Pe a 


+ Sec 
mary structural members. === The idea 


was to eliminate weakening cross-welds at the top 





and bottom of the tank (where stresses are the 
greatest) and hence eliminate costly leakage, 
downtime and loss. The idea worked so well that 


the new design has now logged well over a million 








available in a second model that is seven inches 





lower in overall height, to provide better weight 





distribution in states with single axle tractor limits. 


For complete information contact your nearby Trailmobile representative or write for illustrated folder. 


TRAILMOBILE inc. 


CINCINNATI 9, OHIO e@ SPRINGFIELD, MO. « LONGVIEW, TEX. « FREMONT, CALIF 
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Two-tank barge can carry variety of liquids without cleaning 


New Dual-Payload Tank Barge 


Two separate cargo-carrying containers, each able to hold the maximum 
tonnage of the barge, permit two-way revenue without costly cleaning 


IVE BARGES of a new design that promises lower 

hauling rates to the oil industry will be seen 
shortly on the Mississippi River System and on the 
Gulf Intracoastal Waterway. They are double-skin, 
multipurpose barges able to haul a variety of liquid 
cargos in each direction without cleaning. 

The new barge has two separate cargo-carrying 
tanks, each capable of holding the maximum ton- 
nage of the units. 

National Marine Service Inc., New York, N.Y., 
expects to have the new welded-steel units in serv- 
ice by the end of the month. President David A. 
Wright says they'll be offered to large and small 
shippers of petroleum products, lube oils, chemi- 
cals, asphalt, molasses, edible oils (tallow, lard, 
and soy bean), solvents, caustic sodas, and alco- 
hols. He says savings will be passed on to Na- 
tional Marine’s customers. 


What's the Difference? 


National Marine says its new barge differs from 
others mainly because of its cargo-carrying tanks 
(see drawings). An inner tank, which is raised a 
little above the deck, is sealed from an outer con- 
tainer. 


_ Three separate compartments in the inner tank 
and the six in the outer tank make it possible for 


> 
Pall 
Af r 


Inner tank (color) has three compartments, outer tank six. 
Each tank can carry the maximum tonnage of the barge 


each barge to carry nine different products—three 
one way and six the other—in one round trip. 

This tank design, National Marine says, permits 
contracting for a return load without “expensive 
barge cleaning, which often costs thousands of dol- 
lars.” 

With conventional barges, operators have a 
choice of (1) spending money for tank cleaning if 
they can find a return load, or (2) foregoing the 
tank cleaning and returning empty if they can’t 
find a compatible load. 

The multipurpose barges are 50 ft. wide, com- 
pared with the traditional 35-ft. width of chemical 
barges. This boosts payloads about 50% on in- 
tracoastal canals where the maximum legal tow- 
length limit is 1,000 ft., National Marine says. 

Of the four larger barges (each is 180 ft. long 
and 11 ft. high), each inner tank holds 10,000 bbl. 
(3,333 bbl. per compartment); each outer tank 
holds 9,000 bbl. (1,500 bbl. per compartment). At 
a draft of 8 ft. 6 in., maximum tonnage is 1,600. 

On the smaller barge (147 ft. long and 11 ft. 
high), the inner tank holds 7,500 bbl. (2,500 bbl. 
per compartment); the other tank’s capacity is 
6,750 bbl. (1,125 bbl. per compartment). 


Special Equipment 

Heating coils are installed in all tanks. Each 
barge has two pumping and piping systems, one 
for low-viscosity products with a deep-well pump, 
and one for high-viscosity products with a positive- 
displacement pump. 

All pumps are diesel driven. Minimum discharge 
rates are 1,400 bbl. per hour for positive-displace- 
ment pumps and 2,200 bbl. per hour for deep- 
well pumps. 

All compartments will be equipped with pres- 
sure-vacuum vent valves set to operate at 2.5 psi 
pressure or 0.5 psi vacuum to cut product losses 
caused by “breathing.” 
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FINA WANTS YOU! AND YOU DON’T HAVE TO LOOK LIKE ROCK HUDSON, 
SMILE LIKE LIBERACE, OR ACT LIKE SUPERMAN 


PINK AIR; THE REAL LIFE STORY 











BEHIND FINA’S ADDITIVE OF THE FUTURE 








(Fasoline advertising, like any advertising, prom- 
ises good things to the customer. This is fine as long 
as it does not over-promise; guarantee product per- 
formance beyond our control, or more service than 
we can deliver. It makes it tough for everybody. 


All we have to sell are: products and service. 


Our products are already more efficient than the 
cars they go into. No additive in the world is going 
to make over-powered, over-weight cars do better 
than 12 miles to the gallon. It’s not our fault so why 
should we make the promises and take the blame? 


Service is another thing. Ideal service is possible 
only during slack hours, if then. An attendant, to 
live up to the advertising, would have to look like 
Rock Hudson, smile like Liberace, and act like 
Superman. A gas station already gives more free 
service than any other store in the world. So why 
put the station man on the spot by promising more? 
If the public expects these things of us maybe it’s 
because nobody has bothered to explain the facts 
of life. Maybe it’s too late, but we'd like to try. 


We at Fina think our advertising ought to make 
your job easier instead of harder. So here is what 
we are and are not going to do this year: 


1. We are going to talk as plainly as possible 
about our products. They are exactly as good 
as the best, but they won’t perform miracles 
— such as making an old station wagon take 
off like an Indianapolis racer. 


. We are not going to pretend that the attend- 
ants at our more than 2,000 stations are super- 
human, or that all of our stations are super 
stations. Like everybody else we have little 
ones as well as big ones. We won’t make any 
claims all our dealers can’t live up to. 


. We are not going to send out any promotion 
kits and very little point-of-sale material. 
Dealers already have enough to do without try- 
ing to find a corner to hide the extra stuff in. 


This doesn’t mean that we aren't going to be in 
there battling. You’ve got to have that old com- 
petitive edge, you know. Like an additive. 
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So we looked around for an additive that somebody 
else hadn’t already claimed. (Oh, we have all the 
usual additives, all right, we just can’t think of any 
good new names for them). We found that every- 
thing connected with a car was already chock-full 
of additives... except tire air. 


So we have staked out our claim to the Additive Of 
The Future: Pink Air.° Now here is the perfect 
additive, it has everything: (a) It is very exclusive; 
nobody else has got it. (b) No extravagant per- 
formance claims to live up to (we only say it will 
make the inside of your tires prettier). (c) And it 
doesn’t make any extra work for our attendants — 
especially since we don’t expect to have any in the 
hoses until May 12, 1966, if all goes well. 


But the real beauty of Pink Air is that it gives us 
a chance to bring up some subjects of importance 
to both you and the public; like credit cards, gas 
taxes, distribution and service problems, and other 
headaches. We guess you'll have to see the ads; they 
started in May. 


Tosum up: We want to make everyone’s job easier. 
We are going to carry the entire advertising and 
sales promotion program ourselves and give you 
the extra time to sell products and services to the 
customers it brings in. 


If you are a distributor or dealer who is not cur- 
rently associated with Fina but find these ideas 
make good sense to you, please fill in our coupon. 
If you are interested in a distributorship write Tom 
E. Cook. If a dealership, John Wilhite is your man; 
mark one. (All replies will of course be treated as 
confidential.) 


[COUPON] 


American Petrofina 

Mercantile Dallas Building 

Dallas, Texas 

[] Dear Mr. Cook: 

() Dear Mr. Wilhite: 

Your ideas make good sense to me. Please send me further 
information. 


Name Address 








City Zone State 
© 1961, AMERICAN PETROFINA, DALLAS, TEXAS 
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THERE’S AN EXTRA $3,102—and even more—that can find its 

DRAWING A way into your pocket this year! Because now you can han- 
dle that special service you’ve had to send out! With the low- 

cost, simple-to-operate Alemite Cross-Sight Wheel Aligner, 

BEAD 0 N you can easily average an alignment job per day! What’s more, 

you'll have the added profit each repair order will bring. These 


average close to $14 each with shock absorbers, king pins, 


bushings and tires needing replacement after alignment. 
Alemite knows the best way to set you up for added profits 


right now. Plus—Alemite will train you right in your own shop! 


NO RAMP—NO PIT NEEDED! No costly installation or maintenance expense. Gives accurate results any- 
where ... inside or out... even on floors or outside surfaces that are not absolutely level. You start earning 
these extra profits as soon as the Alemite Wheel Aligner is delivered! 
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CASH IN ON FAST LUBE SERVICE! The first 
time you hold the gun and hit the fitting with 
Alemite Lube Equipment you'll notice the smooth 
delivery—with no time lag between shots—with all 
the power you need. Depend on Alemite to help 
you do more lube jobs— faster! 


MAKE AN EXTRA $3,800 PROFIT! Average just 2 jobs a day with an 
Alemite “On-the-Car” Wheel Balancer and you get it! It’s the only portable 
balancer that does a complete job — both up and down and side to side balanc- 


ing... and does it easier, faster and better too! 


CROSS SIGHT ONE LIFT FORALL CARS! 
WHEEL ' Ever gers what me - 
: car will drive in your lube 
ALIGNMENT bay next? A compact—a 
sports job—foreign make—a 
wide track or standard 
model? No matter what 
model comes in, no problem 
with an Alemite Lift. They'll 
handle every size and shape 
of car on the road today. 
They'll save you money—too 
— either in new installation 
or for replacement. 


Send for a free, fact-filled booklet telling 
the whole, big-profit story of Alemite 
Equipment. Indicate which specific 


: products you are most interested in. 


ALEMITE 


IiIvisito 


STEWART- WARNER 


IExcellence| CORPORATION 
Dept. DC-71, 1850 Diversey Parkway, Chicago 14, lil. 


WHEEL ALIGNER [] Automotive Lifts 1] Strato-Line 
Lubrication Equipment [] Wheel Balancer (2 


Name 





Address. 





In Canada: Stewart-Warner Corporation of Canada, Ltd. 
Belleville, Ontario 


City Zone State 
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Making Money on Small Engines 


You don't need a marina to capitalize on small engines. Outboards 


and power mowers can be lucrative sidelines for service stations 


‘Ss COMPANIES have a golden opportunity to 
profit from the mushrooming multibillion- 
dollar boating and small-engine market. 

The selling and servicing of outboards, power 
mowers, and other engines can become a lucra- 
tive sideline. Such a sideline can also boost sales 
of petroleum products by attracting new custom- 
ers and holding “regular” trade that might other- 
wise be lost. 

Small engines create a new demand for fuel, serv- 
ice, parts, and accessories. Small-engine owners are 
apt to purchase their car needs from dealers who 
are able to provide dual service. 

Studies show that the motorist who acquires 
an outboard, power mower, or other small engine 
may drop a station he has used for years if he can’t 
get both needs served there. 


Facts You Should Know 


The potential of the small-engine market is 
staggering. Much of it is directly accessible to oil- 
company highway outlets. Here are some facts you 
and your dealers should know: 


e@ That in 1960 over 40-million American boat- 
ing enthusiasts spent $2,525,000,000 for boats. 
boating equipment and accessories, maintenance 
and storage, and other items connected with one 
of the nation’s fastest growing recreational pas- 
times. 


e@ That $235-million went for the purchase of 
gas and oil alone. 


Here are two stations typical of many capitalizing on 
the small-engine market. Dealer Farrell (right) finds his 
‘gas’ and oil business growing along with mower busi- 
ness. Dealer O’Domirok (below) feels his highway loca- 
tion is a natural for an outboard-motor franchise 








How Use of Small Engines 
Is Growing 


Outboards Power Mowers 





4,210,000 
5,140,000 
5,845,000 
6,050 ,000 


8,500,000 
13,530,000 
16,600 ,000 
18,400 ,000 








e That most of this—$175-million—was spent 
on “marine” gasoline. 

e@ That 69% of these retail purchase were made, 
significantly, at highway service stations and not at 
marinas. 

e@ That of the $65-million spent on outboard 
lubricants, 39% was spent at inland stations. 

e@ That this year Americans will spend about 
$25-million more on boating than they did in 1960. 

e@ That in 1960 more than 18-million power 
mowers were in use and engines for this purpose 
are being produced at the rate of 4-million a year. 

e@ That power mowers represent half the total 
small-engine market. 

e@ That $18.5-million was spent on power 
mower fuel in 1960. 

e@ That the number of small engines produced 
annually is greater than the total of engines made 
for automobiles and aircraft. 
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Watch the Diesel Market 


LAST YEAR boat owners purchased over 25- 

million gal. of diesel fuel. This year sales will be 

substantially higher. At least i1 major manufac- 

turers of boat engines are launching a variety of 
. new diesel designs ranging from 5 to 675 hp. 

In 1960 American Marc introduced the first 
outboard diesel (9% hp). This year the company 
will almost double its production. 

A big feature of the recent National Motor 
Boat Show in New York City was the unveiling of 
Boeing Airplane Co.’s new diesel-burning Turbo- 
Mariner. The lightweight engine generates 260 
shaft hp. It draws in air, heats it, then forces the 
hot gases through a turbine wheel. 

Chrysler Corp. has introduced four new diesel 
designs for the 1961 boating season. General 
Motors markets a line ranging from 24 to 675 hp. 
One of the oldest marine engine manufacturers, 
Palmer Engine Co., is introducing a diesel series. 

Biggest demand for the new diesels is from 
22-ft-and-up cruisers, and auxiliary sailboats, 
which prefer diesels for economy and safety. 


The Boating Market 


The growing dependence of boat owners on serv- 
ice stations for fuel and oil can be attributed large- 
ly to three factors: 

1. The increasing number of boat trailers capa- 
ble of long, cross-country hauls. There are about 
1,800,000 of these lightweight, easy-to-handle ve- 
hicles currently in use, an increase of about half- 
a-million in the last two years. 

2. Enthusiasm for boating is growing faster than 
are the number of marinas and boat docks. Two- 
million outboards have joined the fleet since 1958. 

3. Boat owners who do not like long hauls with 
a trailer are using inland lakes and rivers. Boating 
is booming even in such landlocked spots as Phoe- 
nix, Ariz. 
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Making Boating Pay—The experience of Esso 
dealer Walter O’Domirok of Ovid, N.Y., is typical 
of those who recognize the business potential of 
boating. 

O’Domirok became a franchised dealer for Evin- 
rude outboards 10 years ago, and he’s the only 
one in a 25-mile radius. Located between Seneca 
and Cayuga Lakes, his station sells 30 to 50 new 
units a year, and he services an additional 75 to 
100. He handles a line of marine accessories and 
parts that include spark plugs, points, condensers, 
water pump impellers, and carburetors. 

O’Domirok and one of his mechanics have been 
factory-trained by Evinrude, and each summer he 
assigns an additional man to his marine repair serv- 
ice. Marine business is also brisk during the spring 
and fall changeover seasons, while during the win- 
ter O’Domirok offers outboard storage facilities. 

O’Domirok earns $3.50 to $25 for repair jobs, 
and estimates he must repair at least 50 units a 
year to show a profit. Additionally, he acts as sales 
agent for boats, trailers, and boat hoists while 
promoting the local trout-filled lakes as a “fisher- 
men’s paradise.” 

During the boating seasons, O’Domirok has 
noted a 20% increase in pump activity and a 30% 
increase in oil sales. And he estimates that he has 
captured 80% of the outboard business in the area 
despite competition from three other dealers. 
O’Domirok’s sideline has enabled him to utilize 
excess capacity without detracting from his primary 
auto business. Thus, he has been able to maintain 
a balanced operation. 

Another satisfied entry into the boating market 
is a Texaco distributor, Strong Oil Co. of Water 
Mill, N.Y. Strong handles a complete line of boats, 
boating equipment, and accessories. A franchised 
Mercury dealer for eight years, Strong provides 
sales, service, storage, and rentals to attract oil 
and gasoline customers in a highly boat-conscious 
area. 

Operating with three warehouses, a bulk plant, 
and a service station, Strong offers outboard oil 
and marine gasoline as part of a comprehensive 
sales program. Strong sells water skis and skin-div- 
ing equipment, runs a water-skiing school, and 
maintains an automatic aqua-lung filling station. 

Although the company is only covering the cost 
of inventory at present, prospects for the future 
have been termed “very bright.” Strong hopes to 
make money on follow-up service and accessory 
sales. It also hopes to capture new automobile busi- 
ness through its sidelines. 

As relative latecomers to the boating business, 
Strong Oil has encountered problems. Good repair 
men must be hired on a year-around basis, or else 
they'll seek employment elsewhere. Also, Strong 


Last year over 40-million American boating enthusiasts 
spent $2.5-billion for boats, boating equipment, and 
accessories, Some $235-million went for ‘gas’ and oil 
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Much research is being done on new fuels, lubricants to 
combat spark-plug fouling, the major outboard bugaboo 


(Begins on page 126) 


has found it difficult to get service work or act as 
factory representative unless it sells the represented 
products. And warranties must be granted on the 
same basis as the big-volume engine dealers do. 

Although 1960 was called a “poor” year, Strong 
cites a 10% increase in marine sales as evidence 
of good growth potential. 


The Power-Mower Market 


While less attractive than the boating market, 
from a dollar standpoint, the mower market is 
nevertheless a potentially profitable one. Last year 
some $78.5-million was spent on fuel alone. 

Mower owners look to highway service stations 
to provide much the same service required by boat 
owners. 

As Esso dealer George Farrell of Newark, N.J., 
puts it: “People are really hungry for power-mower 
service around these parts.” 

Farrell branched out into the lawn-mower re- 
pair service five years ago principally to attract ad- 
ditional automobile traffic. But his sideline has ex- 
panded so much that during the summer he devotes 
two bays almost exclusively to mowers. 

He employs a full-time mechanic for this work 
and repairs 500 to 600 units a year. Last year he 
sold 100 new units, which promise further service 
opportunities in the future. Besides making profits 
on oil, Farrell sells parts, maintaining a $2,500 
parts inventory covering all makes of mowers, and 
he does a brisk trade in spark plugs, points, con- 
densers, and new mower blades. 

He claims he has 50% of the power-mower 
repair business in his area, plus 5% of all new 
sales in the immediate vicinity. 

Farrell believes he must service at least 50 mow- 
ers a year to make his undertaking worthwhile. He 
feels that building a big stock of parts wouldn’t 


be profitable unless a dealer could expect to service 
200 units a year. 


What Oil Companies Are Doing 


Oil companies, anxious to capitalize on the 
boom, are constantly testing new lubricants, and 
most now offer lube oil and grease for use in out- 
boards, power mowers, and other two-cycle en- 
gines, such as those used in chain saws, pumps, 
motorcycles, and scooters. 

Mobil, Gulf, Esso, and Texaco are among those 
participating most actively in the marine trade. All 
currently promote and market complete marine 
product lines. 

Others, like Phillips, Tidewater, and Shell, are 
expanding marine operations, and still others, like 
Richfield, are considering entrance into the market. 

Phillips is one of several companies to introduce 
new outboard motor oil. Says a Phillips spokes- 
man: “We are expanding our marine operations 
throughout our regular marketing territory, which 
includes 39 states and D.C. We are doing this to 
keep up with the swiftly growing use of small boats 
in this territory.” 

These new motor oils are designed to remedy 
one of the most common boating problems—spark- 
plug fouling in high performance (35-80hp) two- 
cycle engines. 

Esso claims its new oil will reduce fouling by 
80%, permitting one set of plugs to operate for 
more than 100 hours—two full seasons—without 
a change. 

“Tt will be available at both Esso marine dealers 
and highway service stations early in this boating 
season,” an Esso spokesman reported. 

DX Sunray has a new SAE 90 extreme-pres- 
sure gear oil and grease, waterproofed for effective 
use in the lower gear units of outboards. 

Texaco reports that its new oil combines chem- 
ical additives with base stocks to provide a 10-1 
gas-oil ratio, cutting down on ring wear. 

Standard of California recently introduced a 
premixed outboard fuel that it claims will not sep- 
arate or clog rings, pistons, plugs or exhaust parts. 
This Chevron outboard motor fuel will be avail- 
able at highway service stations this summer where 
there’s a demand for it. 

New Promotions, Too. Having developed the 
new oils, companies have turned them over to their 
marketing experts for full-scale promotion cam- 
paigns. 

For 1961, Texaco offers the boating public a 
complete cruising kit with charts covering every 
major waterway in the United States. 

Gulf’s impressive and informative “Cruisegide” 
includes a series of booklets crammed with infor- 
mation on inland and coastal harbors throughout 
the South, East, and Midwest. 

Mobil and other companies offer similar pack- 
ages. © 
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CFA — COSSCTS 


GUARANTEED PERFORMANCE 


You have purchased a Wayne Model Air Compressor, rated at cu. ft, min. 

All air compressors are rated on their displacement rather than on the actual (usable) air they 
produce. In other words, a compressor rated at 7, 14 or 20 cu. ft. per minute, in reality may deliver but 
60% to 70% of this amount in usable air. 

A similar condition exists with automobile ratings. An automobile manufacturer rates a motor 
at, say, 250 H. P. (theoretical), but in reality the motor produces but 60 H. P. In air compressors—as in 
automobile motors—the actual output is the all-important factor, and in air compressors, actual output 
can be determined only by an individual orifice meter test. 

To assure Wayne purchasers of highest obtainable efficiency, each 300 and 600 Series Unit is indi- 
vidualiy tested by this method. 


Joes CE. wyficate Gecarantecs 


THAT THE ABOVE COMPRESSOR WAS TESTED IN THE WAYNE COMPRESSOR INSPECTION 
DEPARTMENT BY MEANS OF AN ORIFICE METER AND PRODUCED A MINIMUM VOLUMETRIC 
EFFICIENCY OF 75% AT 175 LBS. PRESSURE AND DELIVERED A MINIMUM OF CU. FT. OF 
FREE AIR PER MINUTE AT THAT PRESSURE. 

Follow carefully the instructions on the sheet which your Pp in the 
operation and care of your machine and it will give you many years of economical service. 


THE WAYNE PUMP COMPANY 


Uh ba 


President 


BUNA AUN ANAAVAY 


KR Ao: 


Pe ttettestette: 
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Mi Mca canada da aaa ane asa 


nly with Wayne compressors do 
you get guaranteed air output! 


Compressors are rated in terms of piston displacement. This is 
a theoretical rating, subject to efficiency losses common to all 
machines—heat, friction, design factors. Thus a compressor 
rated 20 cfm may in reality deliver but 60-70% that much 
usable air. And usable air is what counts in everyday sta- 
tion operation. 

How do you measure usable air output? Wayne does it with a 
precision flow meter. Every Wayne 2-stage compressor from 
1 to 10 hp is tested to determine how much free air it delivers 
at 175 psi and how much electric current is required. On this 
basis you are offered a certificate stating the free air output of 
each unit and guaranteeing at least 75% volumetric efficiency. 
This exclusive Wayne guarantee is your assurance of getting the 
most for your compressor dollar . . . not in theory but in fact. 
Write for new Bulletin W-153 giving complete data on all 
Wayne 2-stage air compressors. Compressor selector charts 
included. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


Factory performance check underscores quality of engineering and 
construction you get in every Wayne compressor. 


THE WAYNE PUMP COMPANY = Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 
Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland « Wayne Pump Canada Ltd., Toronto, Canada 
Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 
Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazil ¢ Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
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Sohio's New Food-Service Concept 





A self-service restaurant is part of Sohio’s new station tailored to the needs of the new interstate highway system. The 
installation offers 24-hour food service plus the customary Sohio gasoline, motor oil, and related services 


Food and beverages are dispensed by coin. Snacks and full meals are precooked More than two dozen food items are 
and frozen, heated in microwave ovens (left) in 5 to 120 seconds, says Sohio available in _ refrigerated cabinets 


G outto is in the restaurant business. At two new inter- 

changes of the interstate highway system in Ohio, 
Standard owns and operates a service station and a self- 
service restaurant. 

Precooked, frozen food—from snacks to full meals— 
is supplied by Stouffer's under a contract exclusive in 
Ohio. Customers select food and beverages with coins, and 
heat frozen foods in fast microwave ovens. 

This new concept was developed especially for new 
interstate highways. Construction on Ohio’s system is more 


advanced than it is in other states. An establishment like | 


Sohio’s has maximum flexibility, providing 24-hour food 
service—at peak and slow hours alike. This feature is 
particularly important just after new highways open, before 
traffic has built up and travel patterns become clear. 

One Sohio restaurant-service station is on Interstate 90 
midway between Cleveland and Erie (seats 50); another is 
on Interstate 71 (seats 36), midway between Cleveland 
and Mansfield. Sohio reports similar units may be built at 
other interchange sites. The station manager is in charge 
of both installations. 


Customer removes protective cover and puts food item 
in one of two Stouffer ranges. Directions are at top 
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Coffee, milk, hot chocolate, ice cream, 
soft drinks, cigarettes are available 


Stouffer-trained host- 
ess (above) is on 
hand 14 hours daily 
to help customers 
and load food ma- 
chines. Stouffer man 
(left) checks dis- 
penser 


Customers get varied courses depending on time of day. 
Busboy, on duty 24 hours, cleans up after they leave 
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Mobil's Best Seller 


With sales climbing, four more 
‘Travel Guides’ are coming out 


MOBIL Oil Co. feels 
it has made a killing 
with its Travel 
Guides. With sales of 
earlier editions far ex- 
ceeding __ best - seller 
proportions, Mobil 
has now issued four 
much more ambitious 
volumes covering 24 
states in the West, 
Southwest and South- 
central, Midwest, and 
Northeast regions. 

Better than half-a- 
million guides have been issued since the first five- 
state version made a trial appearance in the South- 
west in 1958. Actual sales, at $1 a copy, had 
reached 270,000 at the last count. 

But even more significant than the volume, Mobil 
reports, is that 9 out of 10 purchasers made special 
stops at Mobil service stations to pick up a copy. 
And 4 out of 10 copies were sold to people who 
regularly buy the gasoline of a competitor, Mobil 
claims. 


Mobil’s Four New Guides 


How the ‘Guides’ Got Started 


The first guide covered Arizona, New Mexico, 
Oklahoma, Louisiana, and Arkansas. It was re- 
peated in 1959 to complete a two-year test. Mobil 
reports that 95% of several thousand dealers sur- 
veyed liked the guides and wanted them continued. 
In 1960 the guide was expanded to include Texas 
and the Northeast (New York and New England). 

This year’s guides cover these states: 

West: California and Nevada. Southcentral and 
Southwest: Arizona, Arkansas, Colorado, Kansas, 
Louisiana, Missouri, New Mexico, Oklahoma, and 
Texas. Northeast: Connecticut, Massachusetts, 
Maine, Rhode Island, New Jersey, Vermont, New 
York, and New Hampshire. Great Lakes Area: 
Illinois, Indiana, Michigan, Ohio, and Wisconsin. 


What's in the ‘Guides’ 


The guides list 10,000 hotels, motels, and res- 
taurants and rate each impartially as follows: Un- 
usually good value; better than average; good; very 
good; excellent, worth a special effort to reach; out- 
standing, one of the best in the country. 

Food and travel experts who prepared the guides 
answer such questions as: Is this restaurant worth 
a detour? How much will it cost? What’s the best 
inexpensive hotel we can get before it gets dark? 
Will there be a baby sitter? Will they put up our 
dog? 
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‘Free 


Money 
Today’ 


FREE MONEY is the drawing card 
at Jimmy’s Service Station in Upland, 
Calif. The private-brander means that 
he gives a cash refund with every 
purchase instead of trading stamps. 
To keep customers coming back, em- 
ployes are instructed to be “extra 
friendly.” Friendliness is the intention 
of Jimmy’s big sign above the pump 
island: “You’re a stranger here but 
once.” 





Merchandising Memos... 





>The first automatic coin-oper- 
ated vending machine in the West 
for land-travel insurance has been 
installed by the Tidewater Oil Co. 
at one of its Los Angeles service 
stations. 

Another 500 machines are on 
order and will be installed at sta- 
tions on the fringe of the Los An- 
geles market. The system will be 
extended gradually throughout the 
West and beyond. 

Anyone between 25 and 70 can 
obtain for $1 a $7,500 death and 
dismemberment policy, plus $500 





medical-hospital expense coverage. 
Policies are valid for one week and 
cover travel by car, bus, train, sub- 
way, or trolley. 

Machines provide dealers with 
supplementary income from space 
rental fees. 


Union Oil Co. of Calif. is con- 
vinced of the value of employes 
soliciting credit-card applications. 
The company estimates that 53,000 
cards issued in this way during the 
last three years accounted for mil- 
lions of dollars in sales. 


Mobil Oil Co., with eye on ma- 
rine trade, has issued a free 24- 
page booklet entitled ‘“Radio- 
Weather, Ship-To-Shore,” as a 
guide for 90,000 users of marine 
radiotelephones. 


PTresler Oil Co., a Cincinnati 
jobber, offers $2,500 accident in- 
surance free to credit-card custom- 
ers. But customers must charge at 
least $10 a month (excluding re- 
pairs) at Tresler stations and pay 
bills every 30 days to prevent policy 
lapsing. 











New Station 


WITH. THIS station, Superamerica 
claims to become the first independ- 
ent to obtain a concession at any 
major U. S. airport. Now under con- 
struction at the new Minneapolis-St. 
Paul international airport, it’s de- 
scribed by the company as “typical” 
in concept of 1,000 outlets planned 
for a 10-state Midwest market dur- 
ing the next 10 years. A novel fea- 
ture is the observation deck above 
the service area. A_ subsidiary of 
Northwestern Refining Co., Super- 
america has been marketing under 
“SA” brand since January. 
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WARNER LEWIS EQUIPMENT PROTECTS THE JETS 


Clean jet fuel is essential to safe jet aircraft operation. Today, all aviation 
fuels may be provided the ultimate protection against fuel contamination. 
The new Warner Lewis 2-stage separator/filter eliminates jet fuel con- 
taminants — free water and dirt — and delivers the cleanest fuel ever 
demanded by commercial or military aircraft. 


A Silent Servant of Safety, this equipment is installed on fueling facilities 
serving most of the world’s major airports. It is approved and in produc- 
tion for the U. S. Air Force under recent contracts. For further information, 
write Aviation Products division, Warner Lewis Company. 


DIVISION OF CORPORATION \ IN CANADA: FRAM CANADA LTD., STRATFORD. 
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SOX 3096 © TULSA, OKLAHOMA 


ONTARIO 





APPLICATOR 


MOBIL LIQUID 
BURNER CLEANER 


FUEL UNIT IS-CLEANED 
~ OIL LINE IS CLEANED 


STRAINER 





SHUT-OFF 
VALVE 


S@)s 





REGULATOR AND 
CUT-OFF VALVE 


... FASTER, BETTER, CHEAPER 


MOBIL LIQUID BURNER CLEANER cleans a burner so easily even the boss can 
do the job without spotting his white shirt. All he needs is a wrench, a Mobil 
Applicator Kit, a pint can of Cleaner and 20 minutes. 

Mobil’s new chemical does all the hard work and does it better. Cleans parts 
no hand-cleaning can reach. Leaves no troublesome particles behind. Burns at 
the nozzle like heating oil and while doing so impregnates soot on fire-side 
surfaces of furnace or boiler. Soot then burns off easily. 

Mobil’s Research Laboratories spent 3 years testing hundreds of chemicals 
to find the right combination. Then came a full year of field testing by Labo- 
ratory technicians and Mobilheat distributors—40,000 pints actually used in 
all types of household installations. MOBIL LIQUID BURNER CLEANER is the only 
chemical cleaner so thoroughly researched and tested. 

Now available in quantity to all authorized Mobilheat distributors and 
service organizations. Details cheerfully made available to others through any 
Mobil District Office or by writing to: 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Company, Inc. 
Room 2050, 150 East 42nd Street, New York 17, N. Y. 


NATIONAL PETROLEUM NEWS °* July, 1961 





.. 20 MINUTES 


IMPREGNATED 
SOOT BURNS OFF 





NOZZLE IS CLEANED 





th a NN 


MDL 





< BOILER 
Ss 


WAY TO CLEAN AN OIL BURNE 


MOBILHEAT 
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APPLICATOR FREE WITH QUANTITY PACK. For a limited time only, Mobil will 
give an applicator and a serviceman’s bag, value $8.50, with each order for 
12 one-pint cans of Mobil Liquid Burner Cieaner. A $26.38 value for only $17.88, 





World's 





Chief spokesman is partner Jimmy Glenn, who runs the shop 


UALITY OIL Co., of Winston-Salem, N. C., has 
grown into the world’s biggest Shell jobber- 
ship. It got that way with wide-awake management, 
aggressive selling, and an eye to seizing opportuni- 
ties when and where they popped up. 
4 There are several specific reasons for the com- 
¥ ed pany’s success. Here are the keys: 
/ Paey : te, ¢' Quality tries to do almost everything itself. The 
Ra NORTH CAROLINA Wei company does its own ecmiiie and bookkeep- 
ing, has its own gasoline credit cards, and even has 
its own eight-man station-construction crew. 

Quality treats every customer as if he were the 
Duke of Windsor. It gives personalized service at 
stations, keeps fuel-oil tanks filled on a degree-day 
basis, and keeps oil spots off lawns with a driver- 
penalty system. 

Quality does everything first class. It has IBM 
accounting, radio-controlled fuel-oil delivery trucks, 
and a special truck for removing leftover fuel from 
customers’ oil tanks. But the big deal at Quality 
this year is a new $600,000 office and bulk plant 
on a 13-acre site at Winston-Salem. 

Quality has a sell, sell, sell attitude. The com- 
pany has a go-get-’em plan for land acquisition 
that has built a chain of 108 service stations. Quali- 
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Partner Bennett is in politics, is touted for governor Southeast Editor 
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Quality Oil of Winston-Salem, N. C., does everything for itself—even 
down to building its own stations and issuing its own credit cards. That's 
one way it built gallonage up to 45-million a year and became... 


Biggest Shell Oil Jobbership 


ty’s advertising budget is $75,000 annually, before 
Shell participation. 

Quality Oil Co. is probably the biggest small- 
town oil jobbership in the world. It grew up in a 
tobacco-and-textiles manufacturing city that is only 
the third-largest community in North Carolina. 

To sell more than 45-million gal. in North Caro- 
lina, you have to spread yourself out. Quality has 
done just that—it has the Shell franchise in 15 
counties, stretching from the western North Caro- 
lina mountains to the eastern North Carolina coastal 
plain. 


Who’s Behind Quality 

In keeping with its small-town upbringing, the 
company is still run family-style at the top manage- 
ment level. 

Chief spokesman for the company is James K. 
Glenn—Jimmy—ruddy-faced man whose genuine 
Southern drawl complements his mile-a-minute 
mind. 

Glenn doesn’t have a fancy title. He’s just a 
“general partner.” The other partner is Bert L. 
Bennett Jr., Glenn’s first cousin, whose office is a 
little smaller because it’s used less. Bennett has as 
good a grip on Quality Oil’s business as does Jimmy 
Glenn. But Bennett is the company’s politician. 
Bennett is the man who handles the politics, while 
Jimmy Glenn keeps the shop. 

No behind-the-scenes politician did more than 
Bennett to elect North Carolina Gov. Terry Sand- 
ford. And few behind-the-scenes politicians have 
better access to the new governor’s ear. Bennett is 
a first-class, experienced oil man. But he leans 
more to politics; he has the time and money for it. 
He’s chairman of the state Democratic executive 
committee, and has been mentioned as a good pos- 
sibility to become governor. 

Jimmy Glenn is pretty active outside the com- 
pany himself. He’s president of the Winston- 
Salem Chamber of Commerce, member of the board 
of directors of the Wachovia Bank and Trust Co., 
largest bank in total assets in the Southeast. Glenn 
has for some time been chairman of the rate com- 
mittee of the North Carolina Motor Carriers Assn. 
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Jimmy Glenn owns an effective 20% of Quality. 
Bert Bennett owns another 20%. The rest is owned 
by silent-partner members of the Glenn and Ben- 
nett families. 


How Quality Operates 


The 31-year-old firm started out as a Shell job- 
bership operating in Winston-Salem. Now it mar- 
kets through the home (Winston-Salem) jobber- 
ship, plus six subsidiary Shell jobberships. 

These six operations are Quality Oil Companies 
of Mount Airy, Booneville, Statesville, Salisbury, 
West End, and Greenville. 

The incorporated subsidiaries are wholly owned 
by the parent company. Each subsidiary has a 
branch supervisor, who oversees pricing, station 
building, and general management. These super- 
visors report directly to the home office. 

All of the subsidiaries use home-office services 
for credit handling, purchasing, general bookkeep- 
ing, station maintenance, and station construction. 
Each subsidiary has its own bulk plant. 

The six subsidiaries operate a total of 59 sta- 
tions. The main jobbership operates 49 stations. 
These are all bona fide stations. If you include 
“mom-pop” operations and a few sub jobbers, 
Quality Oil and subsidiaries sell through a total of 
400 outlets. 

Quality Oil operates no unbranded stations. And 
the look on Jimmy Glenn’s face when he talks 
about unbranded stations leads you to believe he’d 
sooner give a station away then let it sell unbrand- 
ed product. 


What Quality’s Building 

In a few weeks, Quality Oil will be in its new 
15,000-sq.-ft. office building in southwest Winston- 
Salem. The new 25,000-sq.-ft. bulk plant has been 
operating on the 13-acre site for almost a year. 
The office building wraps itself around one side of 
the bulk-plant administration building, so that 
management and operations will be together in a 
compact, central location. 

When Quality moves out of its old headquarters 
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across town, the company will have paid $600,000 
for its new home. But nobody has short-changed 
Jimmy Glenn. His bulk plant might be described 
as the plant that has everything a jobber could 
want, and some added attractions that most jobbers 
have never thought of. 

When you’re pumping the gallonage pumped by 
Quality, the truck-loading operation can’t be push- 
ed: into a corner on the back lot. At Quality, the 
loading dock is front and center both in activity 
and in architectural layout. 

Canopy over the dock area is 2,106 sq. ft. of 
precast concrete (78 ft. long, 27 ft. wide). Con- 
crete posts—two per loading rack—support both 
the canopy and the three, 16-ft.-high, 6-ft.-wide, 
loading racks. 

For driver safety, each rack has a stepup plat- 
form that is 16 in. higher than the rack itself. 
This 11'%-ft.-long, 212-ft.-wide, platform allows 
the driver to step off the dock, onto the platform, 
then down directly onto the truck’s walkway. With 
the platform, the loader-driver doesn’t have to 
swing, monkey-style, from the rack to the top of 
the truck, risking serious injury from a slip or fall. 

The stepup platforms are high enough to allow 
Quality’s biggest trucks to get under them. But, 
though the dock platform is permanently welded to 
metal in the concrete columns, the stepup safety 
platform is bolted in place for easy adjustment in 
case Quality buys trucks with higher bodies. 

Two loading racks at Quality’s new terminal 
load No. 2 fuel oil and kerosine. The third rack 
loads two grades of gasoline, and also loads solvent. 

The two fuel-oil/kerosine racks have identical 
equipment. Two lines load fuel oil. A third loads 
kerosine. All three sleeves are 3-in. +995 Whea- 
- ton swing-arounds. Each line has a B-72D Brodie 
meter with counter and totalizer printer and a flow- 
control valve underneath the rack, set at 350 gpm. 

The third (gasoline and solvent) rack loads sol- 
vent through a Wheaton 2-in. swing-around as- 
sembly with a 2-in. B-50D Brodie meter and coun- 


. - » represent Shell as a jobber better than 
Shell could market with a direct operation. 


ter. The two gasoline-loading stations have #995, 
3-in. Wheaton swing-arounds, with Bowser #445 
meters. 

Product pumped through the loading dock comes 
from both above-ground and underground storage. 
All gasoline and solvent storage is underground. 
Two 30,000-gal. tanks hold the two grades of gaso- 
line, which are pumped to the rack through 2-in. 
lines, by #+PS5OOHE-2K Red Jacket, submersible, 
5 hp. pumps. 

Solvent is pumped from an 8,000-gal., under- 
ground tank, through 2-in. lines, by a #P200H3- 
2G Red Jacket submersible. All three underground 
tanks are gravity fed. 

Fuel oil and kerosine are stored above ground. 
The No. 2 oil is in two tanks—one 27,300 bbl. 
and one 8,000 bbl. capacity. Another 8,000 bbl. 
tank holds kerosine. The above-ground tanks have 
ground-level, visible-gauge systems (Shand & Jurs 
Co., model ST8000). 

The No. 2 fuel oil is pumped to racks through 
6-in. lines (reduced to 3-in. lines under the racks) 
by a 66B3-B Gorman-Rupp pump with a 40 hp. 
motor. 

Kerosine is pumped to racks through a 6-in. line 
(also reduced to 3-in. under the racks) by a 
64EFH-3A Gorman-Rupp pump with 20 hp. 
motor. 

The above-ground tanks are filled through 6-in. 
lines, with two 32HELP-13 Marlow pumps 
equipped with 10 hp. motors. Piping at the tanks 
has crossover valves so that the two 10 hp. Marlow 
units can be used for pumping product to the 
loading racks. If a loading pump or motor goes 
out of operation, the unloading pumps can furnish 
emergency power for loading home-delivery fuel- 
oil trucks. 


Why Quality Saves 


Quality Oil’s red-brick, L-shaped warehouse- 
and-service building at the new bulk plant is packed 
with new jobber ideas that save money, equip- 
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New loading dock (above) is at Quality’s new $600,000 
headquarters, has more capacity than old dock (right) 


- - » When we can’t do that any more, 
we'll have lost our reason for being here.’ 


ment, and personnel. In a hallway near the 
drivers’ room, there’s a small wall safe that opens 
at both ends. It works like a bank’s night-deposit 
system. Drivers have a key that opens the input end 
of the safe. But the safe sticks through the wall 
into an office that is open only during working 
hours. Drivers can put things in, but can’t get 
anything out. 

Drivers checking in at odd hours can deposit 
their money (in special envelopes) in the safe, and 
go home without the responsibility of a lot of cash 
in their pockets. The safe cost $1,400. 

Around the corner, there’s a 19x60-ft. drive- 
through wash bay. Jimmy Glenn is a nut on the 
subject of clean, neat trucks. He has men washing 
trucks nine hours a day, five days a week. 

Glenn says, “We'd like to wash every truck every 
day. That yellow-and-red Shell color scheme is 
terrific. But it looks like hell when the trucks aren’t 
clean. 

“We figure our trucks are one of our best ad- 
vertisements. An outdoor poster costs 25 or 30 
bucks a month, so why shouldn’t we pay as much 
for bright advertising on our truck?” 

Quality’s own paint shop paints trucks when- 
ever they need it. Jimmy Glenn says, “Shell rec- 
ommends that we paint trucks at least every three 
years. I hope ours need painting every two years, 
because I want the finish on these trucks to be 
washed to death!” 

Control is the byword at Quality’s bulk plant. 
Control comes from communications. A two-way 
intercom system links the bulk plant’s central com- 
munications room to 13 locations, including the 
loading racks. Control also comes from several 
driver-incentive programs. 


How Incentives Work 


One incentive program works two ways—with 
bonuses and fines. During the oil-heating season, 
drivers get a $2.50 weekly bonus for each week 
they go without a complaint or truck accident. 
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In the drivers’ room, there’s a scoreboard with 
each driver’s name and a square for each week for 
each driver. In a perfect week, the driver gets a 
silver star beside his name. If the driver has an 
accident (such as oil spilled on customer’s driveway 
or lawn, truck driven on lawn, truck damage to 
property, preventable damage to truck) and he re- 
ports that accident himself, he loses his bonus for 
that week and gets a green star in the square be- 
side his name. 


If a driver fails to report an accident and the 
office hears about it, he not only loses his week’s 
bonus, he is fined $2.50 from bonus money ac- 
cumulated in previous weeks. And he gets a red 
star beside his name on the board. 


Twice a year (Christmas and May 1), the board 
is checked, the bonus is figured, and each driver 
takes home a check that can be as much as $45 
each time. 

What does the system do for Quality Oil Co.? 
Glenn says preventable damage to trucks and prop- 
erty has been cut in half. Also, customers are hap- 
pier. When a driver reports spillage at Mrs. Baker’s 
house, the Quality Oil office can call her, apologize, 
and tell her they’re sending a man over right away 
to clean up the mess. 

And there’s another side-benefit. Often, the 
driver’s report of spilled oil turns up a trapped 
vent. This turns into a money-making service call 
for Quality and a customer impressed with alert- 
ness of Quality Oil’s employes. 

Another incentive system for fuel-oil truck 
drivers pays drivers 8¢ to 1042¢ per delivery stop 
each day, over and above the driver’s base pay. 

Winston-Salem is divided into seven delivery 
zones. The zones are rated at 8¢ to 10%¢ per 
stop, according to density of population and other 
factors that might make one zone quicker to work 
than another. 

Along with the per-stop bonus, there’s another 
bonus paid to drivers who report to work early 
and sort their delivery cards (for fastest-possible 
delivery routing) on their own time. They can 
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Quality Oil does 73% of its credit-card business on its own credit cards 
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often do this in 10 minutes. Quality pays a 50¢ 
per day bonus to drivers who do it on their own 
time. 

The per-stop bonus system and before-hours 
card sorting have increased each driver’s daily stops 
by 25%. This not only saves labor costs, it has 
saved the cost of a $7,000 truck in the Winston- 
Salem delivery fleet. 


Close Control Helps 


Quality Oil’s coordination and control apply to 
inventory as well as people. At many jobber ware- 
houses, gasoline-hauling truck drivers back up to 
the door to load dealer orders and have the run 
of the house. Quality has trucks loading all types 
of products at all hours of the day and night. Yet 
there’s no watchman. The secret: Truck drivers 
don’t have a key to the complete warehouse. They 
just have the key to a loading cage surrounding 
the warehouse’s take-out door. 

During regular working hours, stockroom em- 
ployes stock the takeout cage (a 7x15-ft. wire-en- 
closed room inside the warehouse’s front door) with 
standard TBA and lube supplies, plus any special 
orders, such as unusual-size tires, that the truck 
driver is scheduled to pick up. The driver opens 
the front door, picks up his needs from the cage, 
leaves a sales report, and rolls off into the night. 

Next day the cage’s inventory is replaced ac- 
cording to the driver’s sales report, and anything 
missing is easily spotted. If drivers had the run of 
the whole warehouse, a few tires or cases of oil 
might not be missed for months. 

Another example of Quality’s control is its IBM 
system. The company now uses an IBM 402, but 
will soon step the system up to the larger, faster 
403. 

The IBM system handles Quality Oil’s accounts 
receivable for subsidiaries only, accounts payable 
to Shell, all road taxes, dispatch cards, excise taxes 
for Quality’s transport division, driver’s commis- 
sions; and Interstate Commerce Commission and 
North Carolina Public Utilities Commission reports. 
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Bonus-penalty board spurs drivers 


Quality will soon program the Winston-Salem 
wholesale-accounts receivable on IBM. But Wins- 
ton-Salem retail accounts aren’t IBM programmed 
because credit tickets for that area are billed by 
name, not by serial number. 

A lot of this manually billed Winston-Salem 
business is retail sales on Quality Oil’s private 
credit cards. The company has 2,500 Quality Oil 
credit cards now active, doing $657,000 business 
a year. A whopping 73% of Quality Oil’s credit- 
card business in Winston-Salem is done on Qual- 
ity’s cards, with just 27% on regular Shell cards. 

Despite this popularity of the Quality credit card, 
Glenn hopes to do away with it in the next few 
years. By switching these sales to regular Shell 
cards (allowing IBM billing direct to Shell), Quality 
could have billing almost 100% IBM-programmed. 

Jimmy Glenn likes to talk about the day—maybe 
within a couple years—when fuel-oil billing will 
be so automated that delivery cards on metered 
trucks will be IBM cards, which will carry the 
billing through the whole automatic accounting sys- 
tem. At Quality, this will probably come to pass. 


Sales Tell the Story 


Behind the new bulk plant, the IBM system, 
the freshly painted trucks, and Glenn’s and Ben- 
nett’s handsome offices, there’s a sales story. How 
does a small-town jobber sell 45-million gal a year? 
And anyway, what’s the product split on that gal- 
lonage? 

Here’s the breakdown: 

Gasoline—25-million gal. 

Fuel oil and kerosine—20-million gal. 

Ninety percent of Quality’s gasoline gallonage 
goes to resellers. The remaining 10% is sold to 
farms and commercial accounts. 

Eighty percent of gasoline is delivered direct. 
Only 20% goes through a bulk plant. 

Seventy-five percent of fuel oil and kerosine 
goes direct to homes. The rest is sold to commercial 
accounts and subjobbers, in transport quantities. 

One reason for Quality’s high gasoline gallonage 
is its successful formula for new-construction con- 
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Install Rotary FP-46 
Superstructure 


4 


¢------ Use present jack... any make 


Save up to $395....equip lifts to handle all cars 


Some lifts won’t handle all the compact model cars without special adapters 
which, because they’re special, may be obsoleted quickly. 





No older type lifts (free-wheel and drive-on) have the versatility of Rotary’s 
FP-46 MAKES FP-46 “swinging arm” lift in handling al! cars and saving labor on service jobs 
ALL SERVICE AND and undercar mechanical work. 


2 WORK : 
1 Re. | porsigganitne REPLACE OBSOLETE SUPERSTRUCTURE. Now Rotary makes possible the 


VY 4 MORE PROFITABLE modernization of old lifts economically. The Rotary FP-46 superstructure is 
available as a replacement for outmoded superstructures. It can be quickly 
bolted on any lift jack (post World War II, any make) which is in good oper- 
ating condition. This saves up to $395 compared to the cost of a complete 
new lift (superstructure, jack, control, etc.). 


® Swinging arms with full pick-up pad 
lateral and height adjustments 


@ Exclusive formed steel arm construc- 


tion...arms swing easily, won't jam Conversion of old lifts is the economical way to upgrade service stations 
and equip them to handle the variety of work necessary for a profitable op- 
eration in today’s competitive market. The FP-46 Lift superstructure is an 


efficient tool that will pay for itself quickly. Mail the coupon today for complete 


® Supports car by frame, frees wheels, 
relaxes springs, exposes undercar parts 


information and prices 











MAIL FOR LIFT CONVERSION DETAILS 


Dover Corporation, Rotary Lift Division 
1131 Kansas, Memphis 2, Tenn. 


Please send information on the Rotary FP-46 conversion 
superstructure to: 


Name 
Company 


DOVER CORPORATION, ROTARY LIFT DIVISION 


Address 
Memphis, Tennessee « Madison, Ind. « Chatham, Ontario 





Communications 
center has master 
controls for 13- 
point intercom sys- 
tem and radio con- 
nection with 22 
trucks 


Special TBA load- 
ing cage permits 
drivers to fill or- 
ders, but denies ac- 
cess to entire ware- 


Jimmy Glenn says 
his trucks are one 
of his best adver- 
tisements. He has 
a 60-ft. wash bay 
to keep them clean, 
encourages his men 
to “scrub the paint 
off” 


HANDY ‘GAS’ 
RECEIPT BOX 
When they take ‘gas’ 
to run their trucks, 
drivers put receipts 
in mailbox mounted 


by pumps near the 
loading dock 
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tracts. Here’s an example of how the partners at 
Quality (Bennett participates strongly in most real- 
estate bargaining) go after a choice location: 

The company offers the landowner a 12-year 
lease at $100 per month. After 12 years, the 
whole station becomes the property of the land- 
owner. During the 12 years, Quality pays taxes 
on improvements and pays maintenance costs on 
the property. 

Under this system, the property-owner has no 
more expense than he had before the lease was 
signed. At the end of the 12-year period, Quality 
has options on three 5-year leases, giving Quality a 
total 27-year option on the property. 

After the first 12 years, the owner takes over 
building maintenance, taxes, and improvements. 
But he gets a substantial increase in rent, from 
$100 per month to $300 or $400 per month. 

Jimmy Glenn thinks this kind of contract is es- 
pecially attractive to landowners looking for long- 
term investment. Land owners evidently take the 
bait, because Quality has plenty of choice locations 
among its 108 stations. 

Except for one straight-salaried station in the 
chain, Quality stations are run by independent op- 
erators who buy their inventory, except for gaso- 
line in a few cases. 


A new dealer gets a complete fillin on Quality 
procedures and good oil-marketing tips from one 


of Quality’s retail-sales representatives. Three reps 
work the Winston-Salem area, and two more work 
the subsidiaries. All are former dealers. 


Jimmy Glenn says, “We believe in spending 
time with the dealer in his location, rather than 
pulling him out of the station for training at the 
home office. That way, he learns how to do busi- 
ness in his own area, and makes money while he’s 
training. 

“Our sales reps will stay with a new dealer from 
a day and a half to three weeks, depending on 
how quickly the dealer catches on, and how much 
experience he’s had in station sales. 

“Our man advises the dealer on sales, bookkeep- 
ing, station housekeeping, and he even takes the 
dealer on house-to-house calls in the neighbor- 
hood.” 

Quality Oil’s emphasis on sales training, sales 
supervision, and advertising is mostly for gasoline 
and fuel oil. The company doesn’t play TBA up, 
doesn’t play it down. Quality doesn’t have a full- 
time TBA salesman. Why? Glenn says, “At 7% 
profit, TBA just doesn’t bring in enough money to 
pay for even one full-time man.” 


Here’s a Realistic Marketer 
_Glenn is a realistic marketer. When asked what 
his per-station sales target is, he says, “The 20,- 
000-gal. station is doing a good job these days, no 
matter what the major oil companies will tell you.” 
Quality’s fuel-oil sales picture is even better than 
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the total gallonage indicates. Sales and delivery 
costs are held down by keeping 90% of Winston- 
Salem fuel-oil customers on keep-filled, degree-day- 
controlled service. 


This remarkable percentage reflects a constant 
drive to sell customers on automatic service. Every- 
time a will-call customer calls for a fill, the em- 
ploye answering the telephone tries to sell him on 
automatic service. 

Another bit of Quality Oil persuasion is a $3 
service charge for oil delivery when will-call cus- 
tomers want service after 6 p.m. weekdays, on 
Saturday afternoons, or on Sundays. 

The degree-day, automatic system ties in with the 
driver-zone system used in Winston-Salem. Each 
delivery card has a cellophane-taped tab on its top 
edge, colored to indicate one of the seven delivery 
zones. As office girls pull the cards on the basis of 
elapsed degree days, they sort the cards according 
to their colors. This allows a driver to tell at a 
glance whether the cards given him are all in his 
section of town. 


Pumping Out Plumps Profits 


One common customer objection to the degree- 
day system is the possibility of getting stuck with 
a tankful of oil if he has to move to another home. 
Glenn says, “If we couldn’t agree to take the oil 
back in case a customer moves, many of our keep- 
filled customers would start calling us to deliver 
100 or 200 gal at a time.” 

Quality has a neat solution—a little pump-out 
truck with two 300-gal. compartments. It’s pur- 
posely small, says Glenn, “because a pump-out 
truck has to get as close to the customer’s tank as 
possible, and this often means going down a nar- 
row alley or drive.” 

The truck has an Ardmore Electric Reel and 
explosion-proof motor, with 100 ft. of hose that 
can be used for intake or discharge. 

The pump is a 2-in. Roper gear-type (model 
HBWRV-2A) with rated capacity of 61 gpm. at 
545 rpm. The unit has no meter. Drivers measure 
product on the tank truck with a gauge stick (the 
compartments are calibrated in 5-gal. units). Glenn 
says he uses the stick measurement because “the 
product we’re pumping out of customers tanks 
sometimes has enough dirt and sludge in it to gum 
up a meter. But that amount of gunk will settle 
harmlessly in the big storage tank at the bulk 
plant.” 

The pump-out truck is on an F350 Ford Chassis 
with four-speed transmission. It’s equipped with 
eight-ply 7.50x16 tires, with dual tires on the rear. 

The complete pump-out truck cost $4,000. The 
tank was made to Quality’s specifications by Gen- 
eral Steel Tank Co., Birmingham, Ala. 

The pump-out truck’s main use is for customers 
who move. But it’s handy to have around when 
there’s a leak in a customer’s tank. Quality can 
easily pump the tank dry and credit the customer. 
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How Quality Sets Customers 


That kind of service keeps the customers happy 
once they get on the Quality Oil bandwagon. But 
how does Quality get 45-million gal. worth of 
customers to begin with? 


One big push comes from advertising, on an 
$85,000 annual budget including Shell participa- 
tion. In a recent, fairly typical month, in which 
Quality spent $4,340 for advertising, the money 
was spent this way: 

Newspapers $400; radio $1,180; billboards 
$350; television $1,410; miscellaneous items (such 
as circulars, signs, and premiums $1,000. 

In addition to the six marketing subsidiaries, 
Quality owns a transport company, operated as 
another separate, wholly owned subsidiary. It has 
twelve 7,400-gal. transports. They haul for Quality 
Oil and subsidiaries, on a straight-payment basis, 
and for other companies. The hauling subsidiary 
(Quality Oil Transport) grossed $450,000 last year 
—60% of this income from Quality Oil and sub- 
sidiaries, and 40% from airlines, government serv- 
ices, and oil companies, primarily Shell. 

Apart from the transport subsidiary’s rolling 
stock, the marketing divisions of Quality Oil have 
an impressive fleet. Quality and subsidiaries run 
77 vehicles. Thirty-two tank wagons range in ca- 
pacity from 1,200 gal. to 2,400 gal. The fleet also 
includes 20 service trucks and 25 passenger cars. 
These vehicles are shifted between Quality Oil’s 
home base and subsidiaries according to season 
and need. For example, fuel-oil delivery trucks used 
in Mount Airy, a mountain town, during winter 
months might be shifted to Greenville, on the 
coastal plain, in late summer to help with deliveries 
during the tobacco-curing season. 


Jimmy Glenn’‘s Philosophy 


While sharing the leadership of this little oil 
empire, Jimmy Glenn has formed definite ideas 
about the oil business. He has strong feelings about 
unbranded operators and about the low profit ratio 
on TBA. But his outlook isn’t all gripes. 

He feels a great responsibility to his employes 
and to his supplier. 

Last year Quality honored its employes with a 
wing-ding of a 30th anniversary celebration. 

Glenn and Bennett help their supplier every 
day with good public relations for the Shell brand. 

Shell is obviously pleased with the big gallonage, 
the clean trucks, and the civic responsibility evi- 
dent in the Quality Oil partners. But Jimmy Glenn 
figures he’s just following his philosophy that oil 
jobbing is a two-way street. “You know,” says 
Jimmy, “this jobbing business is something you 
have to keep sharp all the time, day in and day out. 
The only excuse we have for doing business at all 
is that we can represent Shell as a jobber better 
than Shell could market with a direct operation. 
When we can’t do that any more, we’ll have lost 
our reason for being here.” * 





Research 


New Insights into the Motorist 


Here's a new Ethyl Corp. study of motorists’ attitudes and personal 
feelings toward driving. It should help you in planning promotions 


RE YOUR Sales-promotion campaigns over- 
A worked, suffering from “tired blood?” Could 
be you need to know more about what makes a mo- 
torist tick—-why he drives, where he drives, and 
when. 

A revealing new study by the Ethyl Corp. pro- 
vides fresh insight into motoring habits that could 
help simplify your promotion planning. Here’s 
what the motorist motivation study found out: 

Motorists LIKE driving; they like getting be- 
hind the wheel even when they have no destination 
in mind. Driving for driving’s sake, with or with- 
out a destination, evidently appeals more to women 
(80.6% ) than to men (72.2%). Only 3.4% of 
men and 2.2% of women actively dislike driving. 

Those in the middle group say they tolerate it, 
but that it holds no particular pleasures for them. 
Incidently, 52.8 of all drivers (and 58.4% of 
women motorists) like driving without a destination. 


Why, When, and Where 


Psychologists report that women enjoy driving 
more than men do apparently because it offers 
them a chance to get away from the day-to-day 
cares of the household, children, and (yes) even 
husbands. This is borne out by the one-third of 
the women questioned who said they liked driving 
alone, except on long trips. 

All motorists who like driving said they found it 
relaxing. 

Day driving trips, or weekend trips, are far 
more popular than trips of a week or longer, par- 
ticularly among motorists with children. Apart from 
the expense of hotels—a strong deterrent to all 
long-trip planning—drivers with children are often 
reluctant to spend the night under a strange roof. 

The retarding influence of hotel costs on the 
duration of motoring trips emerges clearly from 
the answers of 28.9% of all motorists questioned 
who came out strongly in favor of sleep-at-home 
vacations. 

This group grows even stronger among the lower 
income groups—as high as 38% for those earning 
less than $3,000. The consolation is that part of 
what these motorists save on hotels, they will prob- 
ably spend in service stations on gasoline, oil, and 
sundries needed for daily or almost daily com- 
ings and goings. 

Significantly, 62% of motorists have not used 
their cars for trips of a week or longer during the 
last five years. Yet 41.3% have made from one to 
five weekend car trips in the last year, and 32.8% 


made a similar number of one-day trips in the 
same period. That figure is lower for drivers with 
no children (30.6% ), but increases with the num- 
ber of children (up to 36.7% for drivers with four 
or more children). 

About half of all drivers favored local sightsee- 
ing, and 14% said they probably would if told 
what was worth seeing locally. Significantly, 70% 
of drivers said they would send for a booklet listing 
points of interest within 100 miles of their homes 
if one was available. 

The dangers of driving are apparently seldom a 
deterrent to those who contemplate motoring trips. 
Fewer than 2% gave “dangerous” or “accidents” 
as their reasons for not having driven more in the 
past, and only 8% thought the safety factor might 
have influenced other motorists to drive less. 

Generally, motorists speak well of other drivers. 
A solid 63% said they believe most people are 
good drivers, and 57% said other drivers were in- 
clined to “wait their turn” in traffic. 

Nearly 75% of all drivers find “adventure” in 
driving, in seeing new places and new things. This 
feeling was stronger in women than in men. About 
one-third of all drivers compared their cars to a 
“magic carpet” that would whisk them to places 
they would otherwise not see. 


Drivers Prefer Early Morning 


It’s well-known that few drivers like driving at 
night or in the rain, but it may come as a surprise 
to learn that most (69.8% ) prefer to drive in the 
early morning hours. 

Where do motorists like driving best? Some 
80.4% say near lakes and ponds, 72.9% say by 
the ocean, 45.5% like the mountains best, and 
27% prefer the desert. 

Camping appeals strongly to many motorists 
(30.4% of those with no children, up to 40% of 
those with four children or more). Another 21% 
say they might like it under certain conditions, 
and 8% say they might like it if they knew more 
about it. 

Describing what they thought was travel at its 
best, 59.8% of motorists mentioned good roads, 
42.9% good traffic conditions, 33.8% good weath- 
er, 18.4% interesting scenery, but only 16.5% 
gave “car in good condition” as a reason. 

Few motorists try to limit mileage in order to 
reduce costs. So knowing your motorists habits can 
often result in at least a passing acquaintance with 
his pocketbook. e 
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Every drum that bears your company name 
carries more than your product. Pride, repu- 
tation, prestige and customer good will are 
riding along, too. That’s why you should insist 
on Tri-Sure Drum Closures all the way — 
Tri-Sure Flange, Tri-Sure Plug, and Tri-Sure 
Cap-Seal. Tri-Sure is your insurance that the 
contents are perfectly safe from leakage, con- 


AMERICAN FLANGE & MANUFACTURING CO., INC. 


SUBSTITUTION 0° DILUTION 


LT 
QUALITY AND 
QUANTITY 


eeooceeeeee?® 


} 
jeeeeeeeeeeoseseeeeeeeee 


tamination, tampering and substitution. The 
recipient knows, when he sees a Tri-Sure 
Closure, that the contents are free from 
impurities and in the quantity specified. Re- 
member this — unless you have all genuine 
Tri-Sure components you stand to lose every- 
thing you hoped to gain by specifying 
Tri-Sure in the first place. Insist on Tri-Sure . 


e 30 Rockefeller Plaza, New York 20, New York 


Factories: Chicago, Ill. * Linden, N.J. + Australian Branch: Villawood, N.S.W. * Subsidiaries—Canada: Tri-Sure Products Limited, St. Catherines, Ontario + Brazil: 
Tri-Sure S/A Industria E Comercio, Sao Paulo » Mexico: Compania Mexicana Tri-Sure S/A, Naucalpan, E. De Mexico * Argentina: Tri-Sure Argentina S.R.L., Buenos Aires, 
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BeTreR. Way 
To Blenb 


FUEL 
OIL! 


Want to get into the #4 and #5 
oil market without costly, additional 
tankage? Want to free any existing 
#4 and #5 oil tankage you have for 
other service? Stock only #2 and #6 
... deliver these and any intermediate 
grade simultaneously, directly to your 
tank trucks with B-I-F’s compact TC 
Blender. 


Free Facts 


Stock TWO, sell THREE... at 
savings up to 2 ¢ per gallon. For great- 
est flexibility in end-product specifica- 
tions, maximum 
production from 
existing real estate 
and personnel, 
lower taxes, and 
reduced inventory 

. request free § 
FACTS today! 





| service executives that the 
| market for this replacement business 
| is with owners of 3-year-old or older 
| cars that have long left the car-dealer 
| shop and are now service-station cus- 


| erators to make these 





iF} Industries 


BUILDERS-PROVIDENCE * PROPORTIONEERS * OMEGA 
555 WARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 
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| INSTALLATION of such items as 
| generators, starters, fuel pumps, and 
| voltage regulators has been standard 


practice in serv- 
ice stations for 
years. But re- 
cent  develop- 
ments in remanu- 
facturing may 
soon open the 
doors of service- 
station operators 
to replacement of 
such major com- 
ponents as en- 
gines, transmis- 
sions, and rear 
according to auto-industry 


By 
Donald MacDonald 


axles, 
sources. 
The breakthrough in this area will 
be the result of several developments 
over the past few months: 
e Endorsement by major automo- 
bile companies of certain remanufac- 


| turers and rebuilders of parts. Ford 

and Chrysler have already approved 
| several 
| ard will enter into agreements with 
| others in September. 


rebuilders. Studebaker-Pack- 


e New-parts warranty on all com- 


| ponents rebuilt or remanufactured by 
| contractors. Strict quality control by 
| the auto companies to earn their 
| stamp of approval. 


e Recognition by auto-company 


largest 


tomers. 

e The ability of service-station op- 
installations 
without major capital expense for 
new equipment or the need for highly 
skilled mechanics. 

Spot checks of some top service- 
station operators and members of the 
National Congress of Petroleum Re- 
tailers indicate strong interest in an 
over-all program. Some test stations 


| may be set up in an experimental pro- 
| gram before the end of the year. 


A New York oil-company execu- 
tive recently pointed out that the only 
stumbling block in the past has been 





the lack of a suitable parts warranty. 


Rebuilt Parts May Help Dealer 


The trend to warrantied rebuilt parts could 
give stations a lot more auto repair work 


“It would help us take up the slack in 
the lube-bay business which we lost 
due to extended oil drains and lube- 
less cars,” he said. “We have me- 
chanics who can replace but can’t 
always repair. 

“If those parts rebuilders can give 
us a new-parts warranty,” he added, 
“and if we can really install short- 
block assemblies* as easily and with 
as little equipment expense as they 
say we can, we'd like to take a good 
look at it.” 

A well-equipped service station 
could conceivably coax small fleet 
owners into the shop. Stations that 
are open 10 to 12 hours daily and 
seven days a week would provide 
fleet owners with handy and readily 
available facilities. 

Auto - company - approved rebuilt 
parts are available on short notice 
across the nation from key wholesale 
outlets. Chrysler’s Rod Ackerman 
predicts that by 1966 the business of 
selling remanufactured engines and 
parts will pass a mark of $500-million 
a year. Ford Motor Co. currently does 
in excess of $50-million worth of 
business in the sale of remanufactured 
parts through its dealers. 

Service stations can expect a great- 
er chunk of replacement business as 
public acceptance grows for war- 
rantied rebuilt parts. 

So-called rebuilt auto parts have 
often in the past been foisted on the 
consumer by back-alley clip joints 
so that now the customer has devel- 
oped an inherent distrust of them. 
For just that reason the car manu- 
facturer has been reluctant to market 
even the best quality rebuilt parts un- 
der the company label through any 
outlet other than its own dealership 
organization. 

Now that the auto companies are 
willing to trade their seal of approval 
for the privilege of checking the qual- 
ity of the parts for general distribu- 
tion, service stations may soon find 
these major items available. 

*A short-block assembly is a basic engine 
minus nonessential assemblies like starter, 
generator, distributor, carburetor. Rebuilt 


engines are usually sold “short” of these 
components. 
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Here in sculptured stainless steel, shining chromium and brilliant enamel 
is a new fifty-two inch package of island sales appeal. Here is the hand- 
somest piece of gasoline merchandising equipment you ever saw. A 
powerful point-of-purchase gallonage builder in sunlight or shade, an 
equally powerful customer magnet when evening falls and fluorescent 
light gleams through its broad, glass brand panel. Here is the ultimate 
in pumps, built to serve well and sell hard. Write for full information. 
Gilbert & Barker Mfg. Co., West Springfield, Mass.; Toronto, Canada. 





ANNOUNCING 
THE NEW 


S-S2 





GROW WITH US 





w...with a new oil company...Tenneco. Tenneco — They're bright, clean, roomy. The men who staff them are 
off to a fast start with major quality products. Competi- eager. And they’re good. Tenneco’s making it easy for 
sly priced. Selling now. Moving up. gm Grow with us them. Easy for the customers. We've gone back to the 
>ommand and make it big. Come along with basics of the business. Just two pumps... Regular and 


A 


‘Il be in the best of company. gy We're a Premium. Both have the same premium additives. l Grow 


\A + 


We've got strong capital re- with Tenneco. We'll back you with year-round advertising. 
d some of the brig} len We'll boom your business with big promotions. We'll give 
bold ideas. Men who can take you all the help you need. From sales training aids to spe- 
facts. Facts that build profits. cial marketing hints for dealers. m Go Tenneco. The 
Growt happening now. growing’s good. You can get all the facts from your 
1s. Ge into new areas. Asso- Tenneco Representative. He’s ready and waiting to get 
»bers who are ready for you started, to help keep you growing. m Contact 


ons are designed to sell. Tenneco. Tenneco Oil Co., P.O. Box 18, Houston, Texas. 


Dut wer 


TENNECO—SIGNPOST FOR THE SIXTIES 
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Tires-Batteries-Accessories 


Engine-Cleaning Drive Pays Off 


Here's how Florida promotion paid off in increased sales of TBA, 





motor oil, and lubrication service for 20 stations that tried it 


SWIFT PAYOFF was the reward Atlantic Re- 
fining Co. and 20 of its dealers earned with a 
60-day engine-cleaning campaign in Orlando, Fla. 
Compared with the same period in the previous 
year, the participating dealers sold: 

@ 21% more accessories 

@ 19% more lubrication 

e@ 11% more motor oil 

@ 8% more labor 

The dealers, as a group, averaged about two 
engine-cleaning jobs a day during the campaign 
last summer. 

Simple and Profitable—From the standpoint of 
the gasoline supplier, engine-cleaning service has 
several good features: 

@ It ties in with TBA because there’s time for 
an under-the-hood inspection of many items. The 
air filter, for instance, has to come off at the start, 
so it’s easy to suggest a new one if the old one is 
dirty. 

@ It’s a natural for motor oil because it seems 
like a logical service to include with lubrication or 
oil change. And engine cleaning is easy to promote 
because the customer can see the results. 

e@ There’s nothing complicated or technical 
about engine cleaning. Dealers can learn all they 
need to know about how to do it in a group clinic 
lasting about one and a half hours. 

e@ You don’t need a new kind of salesmanship 
among dealers. Instead you can get customers to 
ask for the service with simple inexpensive forms 
of advertising. 

Package Deal—The engine-cleaning service was 
offered during the 60-day campaign at $2.49 as a 
tie-in bargain when bought with regular chassis 
lubrication. Where sold separately, the engine- 
cleaning service usually costs about $4.95. 

Dealers apparently see good future possibilities 
in engine-cleaning. To start the campaign, Atlantic 
offered each dealer the use of a Graco spray-clean- 


Banner for display at station is in sales-promotion kit 
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Engine-cleaning kit has pump, spray nozzles, coating for 
ignition components, cleaning compound, plastic sealer 


ing kit at no charge, with the option of buying the 
kit or returning it. Most of the dealers decided to 
keep the $255 kit, agreeing to pay 20% down and 
the balance in 12 monthly payments. 

The Graco kit consists of both the spray appara- 
tus and the materials for doing the job. It includes 
a pump, hose, nozzle, an initial supply of special 
cleaning agent, a plastic sealer, and a snecial coat- 
ing for the inside of the distributor cap. The manu- 
facturer is Gray Co., 60 11th Ave., N.E., Minne- 
apolis 13, Minn. 

OK to Now—For its trial campaign in Orlando, 
Atlantic took a small amount of local radio and 
television time, but relied mainly on a point-of-sale 
package. The package included one special sign, in 
addition to the usual window and sidewalk signs 
and a supply of handbills. 

The special sign mounts on any car after it has 
been given the engine-cleaning treatment and has 
been parked on the drive with the hood up. The 
sign invites car owners to look at the shiny appear- 
ance of the recently-cleaned engine. 

The engine gets added shine from a_ plastic 
sealer (part of the Graco kit) that’s sprayed on 
after the cleaning is completed. The sealer pro- 
tects wires, battery, and hose in a way that car 
owners can see and appreciate. That’s why the 
service is sold as “cleaning and waterproofing.” 

While reaction so far indicates that dealers like 
the program, a merchandising specialist cautions 
that it isn’t for everyone. “There is a real danger 
in underfinanced and unready dealers rushing in to 
invest in the necessary equipment when they should 
be concerned with more basic development,” he 
says. “A dealer should have sound stocks of motor- 
oil and TBA before adding the luxury of engine- 
wash equipment.” ¥ 





Tires-Batteries-Accessories 





TBA Incentives for 


Incentive-program specialist A. J. 
Trombetta says: 


@ incentives for dealers aren’‘t 


enough. You've got to reach the 
driveway salesmen, too 


@ Dealers aren’t providing incen- 
tives for their employes, so oil 
companies should 


@ A good incentive program can 
easily boost sales 100% in five 
years 


I T ISN’T ENOUGH to keep repeating to our deal- 
ers: “You should stock TBA! You should sell 
more TBA! You can make money on TBA. You 
should pay your driveway salesmen a commission 
on TBA.” 

We’ve been saying those things for years, de- 
clared A. J. Trombetta, director of petroleum sales 
for E. F. MacDonald Co., supplier of incentive 
programs. In a talk before the Eastern TBA con- 
vention at Pocono Manor Inn, he said that oil 
companies may be reaching the dealer himself, but 
not necessarily his man on the drive. 

You can educate that driveway man on products 
and prices, he said. You can tell him how to trade, 
how to sell up, how and when to spot the need, 
and what to say. But it’s a proven fact you can’t 
get him to do those things unless he wants to — 
and in too many cases he couldn't care less. 

One-Man Selling—TBA sales at service stations 
could be far larger, Trombetta says, if real selling 
effort can be exerted by all station employes. 

“The average station is open 90 to 100 hours a 
week and is manned by a dealer and two or three 
employes,” Trombetta said. “On a fair estimate the 
average dealer is away from his station 30% of the 
time, leaving the conduct of the business in the 
hands of his men. 

* “During the 70% of the time he is there he 
may make at most no more than half of the cus- 
tomer contacts. That means he’s exposed to only 
35%-40% of the sales opportunities. The remain- 
ing 60% or more depend on his salesmen. 

Dealers Are Stumped—Many dealers would like 
to stimulate more effective selling effort by their 
men, Trombetta believes, but they hold back be- 
cause they don’t know whether they can afford 
extra incentives. Many others don’t know how. 

“The whole idea seems to them difficult to op- 
erate,” he said, “and many times when tried, pro- 
duces poor results.” 

Dealers are stumped with good reason, Trom- 
betta feels. Any program of extra rewards for men 


Everybody 


who work in service stations should have several 
basic elements, he said: 
e@ The reward should be reasonably attainable. 
e There should be no top limit on what a man 
can earn for himself by extra effort. 


e@ Everybody in the station should have an 
equal opportunity to earn the reward. 

e The reward should be enough to mean some- 
thing to the men, it should be distinctive, and it 
should be adequate to the job to be done and the 
effort expended. 


e And finally the plan must be simple to op- 
erate, and it must have promotion and support. 


Minority Power—Because they have so much 
to gain from better selling by station employes, oil 
companies should provide their dealers with incen- 
tive plans, Trombetta believes. They should do this 
even though the plans they present may interest 
only a minority of their dealers. 


It’s an accepted fact, he says, that not more than 
30% of total dealers do about 70% of volume. 


There’s every reason why you're justified in aim- 
ing your program at that 30%, he said. Those 
dealers account for so much of your business now 
that any significant increase in their volume will 
bring your company a considerable increase. 

Many Benefits—This approach to the promotion 
of TBA sales, Trombetta says, is aimed squarely at 
the final step of getting the tire on the wheel, the 
battery in the carrier, the spark plug in the en- 
gine, and so on. Because it does bear on the end 
result of all TBA promotion, he maintains, an ef- 
fective program of dealer-employe rewards can 
easily bring about a 100% increase in sales over 
a five-year period. 

And there are a number of other benefits that 
are of great importance to an oil company, he adds. 
Primarily these indirect benefits are felt in the field 
of upgrading dealer representation, reducing dealer 
turnover, and in providing a source of manpower 
for dealer operators. & 
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Talking TBA 


Canadian VPs turn out 

...Time’s budget plan 

... Fram wins a prize 
KEN MARRIOTT, TBA manager for 


Shell of Canada and chairman of the 
Canadian section of the Oil Industry 


TBA Group, is | 


just about as 

smooth a master 

of ceremonies as 

you'll find. At the 

recent TBA con- 

vention in To- 

ronto he barely 

hesitated when, 

after introducing 

a long list of oil- 

By company vice 

Frank C. Sturtevant presidents, he al- 

most tied his own vice president to the 
wrong company. 

The list of marketing vice presidents 
who attended this 10th anniversary 
meeting of the Canadian TBA group 
was indeed impressive. Here are the 
names: 

F. J. Moore, Supertest; J. E. King, 
Texaco; G. B. Longhurst, Canadian 
Petrofina; C. A. Foster, Shell; F. G. 
Crosby, Sun; E. A. Bence, Standard 
of British Columbia; Harvey Rowe, 
Cities Service; L. R. Woolsey, British- 
American; J. A. Ridell-Webster, Brit- 
ish Petroleum. 


> One of the few independent gaso- 


line marketers also active in the TBA | 


field is Time Oil Co. of Seattle, long- 
time distributor of Cooper tires. This 
season Time is promoting its non- 
recourse budget plan. 

The plan permits Time dealers to 
sign up any holder of an oil-company 


credit card without further checking. | 


For nonholders, Time’s credit depart- 


ment will approve credit the same day. | 


Time adds a 10% carrying charge. 


> The Fram Corp. incentive program 
that pulled so well last fall and was 
continued into this year, has earned 
a prize. At a Premium Industries show 
in Chicago, the Fram program won 
a “First Place Award Citation.” 


Fram’s “Million $$$ Giveaway,” as | 


the program is called, departs from 
the single-premium deals widely used 


by TBA manufacturers. Instead Fram | 
gives, with every dozen filters, a gift | 


certificate that dealers can use to buy 
merchandise from a full catalog of 
gifts. 
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“NEWTYPE™ 


TANK CAR— 
TANK TRUCK 
UNLOADING HOSE 


Legldiveight ... FOR EASY HANDLING 
Kiukproof, ... FOR FULL, FAST FLOW 


Deri ... FOR LONG SERVICE LIFE 


For important savings in handling gasoline from tank car or truck, 
be sure the hose you buy is “NEWTYPE”. 

Full inside diameter, even on sharpest bends. 

Highest resistance to wear and weather. 

Yellow spiral stripe for easy identification. 

Sizes 1%" to 4" 1.D., in maximum lengths of 50 feet. 


“If it’s GOODALL, it Must be GOOD!” 





Goodall Rubber Company Date. 


Whitehead Road, Trenton 4, N. J. 
Gentlemen: 

O Send “NEWTYPE” Catalog and Prices 
Company 
Address 
City 
Att. of. 


O Have your representative call 
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HOSE + BELTING - FOOTWEAR + CLOTHING 


ec AND OTHER INDUSTRIAL RUBBER PRODUCTS 
GOODALL 2Ribber Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


Standard of Quality—Since 1870 
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AFTER ox sts no eb 


Five Ways 


What about those sites where a 
new building isn't warranted? 
Here's how a major tackled five 
typical remodeling problems 


AMILIAR to all oil marketers is the problem of 
Bsivine an old station a fresh, new look without 
spending too much money. Remodeling costs only 
about a third of what a comparable new station 
would cost at today’s prices, says Leonard Freed, 
Cities Service architect. 

Remodeling is likely to increase, Freed predicts. 
“Lots of buildings need dressing up,” he observes, 
“and a new skin gets rid of high repainting cost.” 

Most common of remodeling jobs are the small, 
cramped stations on boxed-in sites. Almost every- 
body has them. If the gallonage potential looks 
good but there’s no room to expand, about all you 
can do is try to make the station more attractive. 

At the other end of the scale are the first-class 
locations with enough land but with buildings not 
up to current standards. The only question then 
may be whether a remodeling job will bring the 
station up to par without the expense of new con- 

AFTER. New porcelain surface creates modern look for $3,500 struction. 
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P  Maniaded Sarohin Stations 


The Cities Service engineering department in 
New York last year came up with these solutions 
to five typical remodeling problems. 

e@ Jobber Station—Project No. 1 is an all-too- 
common situation, particularly in the older sec- 
tions of small Eastern cities. The station occupies 
a corner only a little bit larger than the building 
itself, but continues to draw gallonage in the 10,- 
000-15,000-gal.-a-month range. 

One of several locations acquired from a former 
jobber, this site couldn’t be expanded because of 
zoning bars. The 28x44-ft., two-bay station was 
about the simplest kind of box-type design. 

In the 18 years since it was built, its stucco 
exterior had deteriorated to the point where it was 
costly to maintain and looked bad most of the time. 
A complete new exterior of Glasweld put an end 
to further maintenance and at the same time gave 
the station an entirely new appearance. A 2-ft. 
continuous band of green Porclinply, about 3 ft. 
down from the top of the building, has a slight 
outward pitch at the top. 


The green band serves as a mounting base for 
the Cities Service name and emblem. The letters 
and emblem are of Scotch Cal, a vinyl-coated paper 
with adhesive backing supplied in prespaced strips. 
A set of strips for one station cost about $50. 
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Cost of the entire remodeling job came to about 
$1,200. 

e@ Postwar Shortage—Somewhat the same treat- 
ment was given to another stucco-surface station 
that was built about 12 years ago during the period 
of postwar scarcities of all kinds of building ma- 
terials. You could hardly call it an old station, but 
stucco tends to become porous, crack, and gen- 
erally deteriorate, and repainting is always costly. 

Here again any possible improvement is severely 
limited because the lot is just about large enough 
for the 30x48-ft. station and a single pump island. 
Yet the station volume was such as to justify 
spending some money to make it a more attractive 
outlet. 

At a cost of a little over $2,000 the stucco ex- 
terior of Project No. 2 was covered with Glasweld 
panels in two sizes, 2x3 and 3x6. Here also, a 
continuous green band was built across the front 
and one end for mounting prespaced strips of 
Scotch Cal lettering. 

Since remodeling, gallonage has been pushing 
steadily upward, and is now above 20,000 gal. a 
month. 

e Mostly Canopy—The problem involved in 
the third project was how to create a traffic stopper 
at a highway-industrial location of limited poten- 





Stucco exterior ‘(above) on this 18- 
year-old station was cracked and 
discolored. A new surface of white 
Glasweld (right) gives it a new look 
at low cost 


tial. The awkward shape of the lot presented a 
severe handicap: a long frontage of 250 ft., with a 
depth of 65 ft. at one end tapering to 34 ft. at 
the tip. 

To create an impression of size and importance, 
it was decided to put up a long, tapering canopy 
structure. Chiefly an eye-catcher, the structure is 
not a true canopy—it’s roofless except for two 
pump-island areas. 

Like the lot, the canopy structure also tapers. 
Starting from a width of 25 ft., it narrows along 
its 110-ft. length to a 7-ft. width at the tip. 

The small station building, with its glass front 
facing directly into the wide end of the canopy, 
represents a compromise. Intended primarily as a 
24-hour gasoline outlet and tourist-information 
center, it has no conventional service bays. But a 
carport has been added to one side, sheltering a 
frame-contact life, tire changer, portable lubesters, 
and jacks. 

Total cost came to about $20,000. Volume dur- 
ing the first month was about 15,000 gal. 

e@ Business District—Project No. 4 involved a 
three-bay station, large for its day, on a site long 
since surrounded by commercial structures. The 
stucco surface on this building was applied over an 
early-day prefab made up of narrow, vertical steel 
panels. 


It’s the kind of station that can draw a good, 
balanced volume during business days, but has no 
room for expansion. A new porcelain surface pro- 
vided a simpie answer to the problem of giving it 
a new, modern look. Total cost about $3,500. 

e@ Jackpot—You might say its future caught up 
with Project No. 5. When the station was built 
15 years ago it was well out on the fringe, on a 
generous-size lot. Today it’s surrounded with cus- 
tomers and doing 70,000 gal. a month. 


Along with lots of customers, the suburban trek 
is also bringing lots of competitors. To safeguard 
a flourishing gallonage it was decided to upgrade 
the station appearance by adding two canopies ex- 
tending at right angles from each front corner. 
Edges of the canopies are interior-lighted, trans- 
lucent plastic. 

In addition the interior was remodeled and new 
shelving installed in the display room. A new 
overhead heating system replaced the old boiler. 

With the boiler gone it was possible to reorgan- 
ize the working areas. This was done by combining 
three former space units—the boiler room, stock 
room, and an area assigned to repair work—so 
as to allow for the kind of storage the station needs 
today. 

When the work’s all done the cost will run close 
to $20,000. ® 


NATIONAL PETROLEUM NEWS ° July, 1961 





ava" = See 


acts fast: There are times when a valve must shut 

off NOW! That’s why you'll find Rockwell- 
Nordstrom valves in critical operations everywhere. With their smooth, 
fast quarter turn action and positive shut-off they're man’s best 
friend in an emergency. It makes a lot of sense to use these same 


Rockwell-Nordstrom valves in all services—they cost no more. We'll 
be happy to send you complete information. 





ROCKWELL- Nordstrom VALVES 


another fine product by 


ROCKWELL 





Write to: Please send-me Bulletin V-217. 
Rockwell Manufacturing Company 
100G N. Lexington Ave., Name 
Pittsburgh 8, Pa. 
Canadian Valve Licensee: Company 
Peacock Brothers, Ltd. 
Box 1040, Montreal, Quebec Street 
Rockwell International, S.A. 
81 Rue de la Servette 
Geneva, Switzerland 


City Zone. State 











new Lo-Hite’ Space-Miser is the first low, 
ow ) ilhouette lift. . ‘and most important —— first with 


| stepless 


Announcing Aytoquip’sLo- 
Hite” Space Miser Frame 
Lift...case in point that 
even the best can be im- 
proved! Autoquip again 
takes the lead in low height 
design: new ‘Magic 
Inching” pads can be raised 
for muffler and underslung 
parts clearance regardless 
of how low the car frame; 
no need to tip up or jack up 
low frames for pad adjust- 
ment. Limitless = 
height __ selections... not 
merely 3 positions « as in 
conventional lifts. ~) “Magic 
Inching” pads enable in- 
stant compensation for 
uneven car frames and 
uneven floors .. . equal lift- 
ing clearance at all four 
pads! 4) The “Lo-Hite” is 
the real low down news de- 
signed to save you time, 
work, money! 


eee wee «ee 
— 


- * * ~~ 


i pet 


height adjustment pads | 


This is the “Magic Inching” 360° 
Swivel pad. 


1-1/4" 


stepless adjustment heights 


from 5-7/8" to 7-1/8" when tab is up. 


1-1/4" 


stepless adjustment heights 


from 3-7/8" when tab is down. 


ull the details about the 


Space- 


le “Lo-Hite” 
( it’s 


today eee 


CORPORATION 


1140 S. Washtenaw 


NATIONAL 


Chicago 


12, Illinois 
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Equipment 


Kinks on Equipment Maintenance 


YOU'LL be interested in these questions and answers 
on maintenance of service-station equipment. They’re 
full of ideas that are sure to save you money. 

The questions are asked by V. R. McCoy, DX Sunray 
coordinator of design and layout. The answers are given 
by Peter J. Hartmann, head of a Chicago equipment 
house that recently analyzed a year's costs for one of 
its major-oil-company customers. 

The table at right shows where $67,188.69 was spent 
on 335 stations. The data were part of an article NPN 
ran in April (page 160), which triggered this exchange 
of questions and answers. 


Q. Was Hartmann dispatched to a location by a 
maintenance supervisor with the oil company, or 
merely on a call from the station operator? 

A, All calls are channeled through the customer’s 
maintenance desk. We feel that to accept calls di- 
rectly from a dealer could increase the maintenance 
costs considerably because of the many nuisance 
calls which are now filtered out by the customer’s 
maintenance personnel. 


Q. Was the air-compressor maintenance cost due 
to low oil, motors, or lack of attention to draining 
water? 

A. We find that the air compressor is the most 
neglected piece of equipment in a service station. 
Generally they are installed in the back room and 
receive little attention until they fail. Water ac- 
cumulation in the compressor can cause lube equip- 
ment and tire gauges to fail. 

This equipment probably is needed for 80% of 
the “plus” business in the service station. The dealer 
should realize that without air he cannot operate his 
hoist, lube equipment, spark-plug cleaner, etc. The 
compressor is one piece of equipment on which 
preventive maintenance on the part of the dealer 
five minutes once a week would eliminate most of 
the failures and a good portion of the repairs needed 
on lube equipment and other air-operated devices. 


Q,. Was the hoist maintenance chiefly spent on re- 
packing? 

A. With the adoption of the new type of seals, 
hoist repacking has dropped substantially. Many 
problems can be eliminated by good housekeeping 
on the part of the dealer. Dirt and oil-absorbing 
materials can cause most of the packings to fail. 
In some instances the use of improper oil has caused 
hoist problems. 

As a hoist is a piece of “risk” equipment, much 
attention is given to safety legs and wheel chocks 
which must function to avoid danger to the me- 
chanics. Our most frequent calls are for repairs 
to safety legs, wheel chocks, and control valves. 
(Refer to the limited work done for this customer 
on repacking hoists. Repacking costs are not in- 
cluded in this particular report. If they were, the 
cost per station would run considerably higher.) 


Q. What in the world caused the high maintenance 
cost attributed to the lube equipment? Was this due 
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to leaks in the nozzles themselves, failure in the 
retracting of the hoses, leaks in the lines from 
pumps to reels, or in the pumps themselves? 

A. This is another area where lack of care on the 
part of the dealer is the cause of most failures. Oil 
companies go to great lengths to deliver clean 
lubricant in sealed containers. Some dealers scrape 
the grease from the floor and hoist (with sand, 
stones, and leaves) and throw it back into their 
drums of grease. Better than one-half of pump 
failures are due to dirt in the pump and water in 
the air motors. Most of the control-handle failures 
are due to worn parts. Reel and meter failure have 
been at a minimum. 


Q, From the records kept to date, would you make 
a recommendation on how frequently gasoline 
pumps should be replaced? 

A, To make a recommendation it would be neces- 
sary to consider volume, amortization, and location. 
I believe a performance record should be kept on 
each pump to serve as a guide. High-volume sta- 
tions will require more frequent changes. 

I also believe a controlled rotation of pumps 
could add many years to the life of a pump. Con- 
sidering the type of pump, the performance record, 
and volume, you might find that a pump eight years 
old could be reconditioned and reinstalled in a 
lesser volume station and add five or six years of 
use to the pump. Instead of the pump’s life being 
eight years, it could be extended to 13 or 14 years. 


Q. I notice that lighting was not listed, unless it 
comes under “miscellaneous.” 

A. Because of the area of our operation we do not 
service lighting. We have helped an electrician 
take care of a pump or compressor motor in the 
course of a repair, and in these cases the costs are 
reflected on our records. Local licensing and union 
regulations prohibit our doing electrical work in 
the field. * 





Planning Combination Bulk Plant-Service Stations? 


Red Jacket “OVO -ALO  rernet=m 


will give you Big Savings 


PE-218R 


3 - ” 
- > i at 


When you combine the economies and 
operating advantages of underground bulk 
storage with the low installation and main- 
tenance costs of Red Jacket ‘“*BIG-FLO” 
Submersible Petroleum Pumps, you can 
count on big overall savings. Five models of 
these efficient pumps are engineered for bulk 
petroleum handling. Available in sizes from 
one to five horsepower with capacities to 
260 gallons per minute, total heads to 110 
feet—and all models are listed by Under- 
writers’ Laboratories, Inc. 

Red Jacket ‘““BIG-FLO” Submersible Pe- 
troleum Pumps cut installation costs since 
they eliminate such equipment as foot or 
check valves, suction piping and fittings to 


ans 


Five Models with Capacities to 260 GPM... 


bottom of tank, gate valve on pump dis- 
charge, and concrete base for pump and 
motor. They save maintenance costs since 
they are lubricated by the petroleum prod- 
uct pumped, and direct drive eliminates wear 
on drive connection parts. These advantages, 
together with out-of-the-way and out-of-the- 
weather location, lack of vibration and vapor 
lock, make them virtually trouble-free. 

Red Jacket “BIG-FLO” Pumps have built- 
in air eliminators and are available with 
adapter for floating suction. Have also been 
successfully used for pumping industrial 
solvents and chemicals. For more informa- 
tion about Red Jacket “BIG-FLO” Pumps, 
contact your nearest representative. 


* + + «Contact your nearest RED JACKET REPRESENTATIVE for complete informations ** ++ * 7 


Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Road + Chicago 31, Illinois, E. L. ‘‘Al’’ Marshall, 6695 N. 
Northwest Highway e Dallas 31, Texas, R. M. ‘‘Mac”’ Crowder, 6811 Colfax Drive ¢ Denver 4, Colorado, E. P. ‘‘Ted”’ 
Muller, 1010 Yuma Street e Des Moines 9, lowa, « Ken Henss, 511 S. W. Ninth Street « Detroit 27, Michigan, Robert 


ED JALKET S 


B. Cox, 12133 Coyle Ave. ¢ Hamilton, Ohio, C. E. ‘‘Red’’ Weaver, 4223 Cincinnati-Brookville Road « Indianapolis 5, petroleum 


indiana, Gardner Udell, 3820 College Avenue « Kansas City, Missouri, R 


. L. Faubion, Sr., 2525 S. W. Boulevard e Los pumping 


Angeles, California, A. R. Sedgebeer, 2707 S. Hill Street » Minneapolis, Minnesota, E. ‘‘Al’’ Zahl, 1516 So. 5th Street « equipment 
New Orleans 17, Louisiana, Joe R. Mooney, 2704 St. Claude Ave. P.O. Box 3294 ¢ New York 36, N. Y., Henry D. Fairlie, 
15 West 44th Street ¢ Phoenix, Arizona, Lee Vaughan, 3111 N. 34th Place « Pittsburgh 32, Pennsylvania, John F. Young, 


235-37 Spahr Street ¢ Portland, Oregon, George Mathews, 325 N. 


E. 20th Avenue « San Francisco 3, California, R. 


Sanderson, 221 11th Street e $t. Louis 3, Missouri, E. A. ‘“‘Ted’’ Downey, 2005 Locust Street ¢ Seattle, Washington, 
Tom Baumgartner, 2927 First Avenue « Spokane, Washington, Don Buster, North 210 Helena Street 


NBER JACKETS 


RED JACKET Manufacturing Company 


eeeeeceeeeeee e+ « PETROLEUM EQUIPMENT DIVISION © Box 270,Davenport,lowa*’*********** 
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WHAT’S 
New 


IN 
EQUIPMENT 





Quick-connect coupler 


. of all-aluminum construction is said 
to weigh one-third of an equivalent cou- 
pler made of brass. Called the ‘E-Z Lok,’ 
the new coupler affords full flow, is re- 
usable, and easy to install. Available in 
sizes from 2 to 4 in. Meral Hose & 
Tubing Co., Div. of Dayco Corp., PO 
Box 151, Dover, N.J. 


Ball-cushion mount 


. for tractor fifth wheels, absorbs shock 
and acceleration in the lateral and longi- 
tudinal as well as in the vertical. Said to 
improve braking and steering and dampen 
surge in tank trailers. Inertia-Matic Inc., 
155 Arlington St., Watertown, Mass. 


Fuel-demand meter 


. . uses dual tabulators, one as a guide 
for deliveries of fuel oil for heat only, 
the other for combined heat and hot 
water. The new meter, Model ZZ-1, is 
available for desk or wall mounting. 
Johnson Degree Day System, Kalamazoo, 
Mich. 


Gate valve 


. for tank trucks is a positive-acting, 
lever-operated, split-wedge design. Offered 
in all-bronze construction or with body 
and bonnet of aluminum. Spring holds 
lever in open or closed position. Avail- 
able in 3-in. or 4-in. size. Philadelphia 
Valve Co., Aramingo Ave. & Ontario St., 
Philadelphia 34, Pa. 


Truck valve 


. is a quick-opening-and-closing valve 
of the butterfly or rotating-disc type. A 
bonded, elastic-coated disc permits bub- 
ble-tight closing. Opens or closes by a 
quarter turn; stops solid in either posi- 
tion; light weight; occupies only 1%-in. 
space in line. Available in 2-in. to 6-in. 
sizes. Betts Machine Co., 1800 Pennsyl- 
vania Ave., W., Warren, Pa. 


Key-control system 


. permits round-the-clock deliveries 
from unattended bulk plants. Said to 
incorporate totally new design features 
that assure explosion-proof, tamper-proof, 
registered loading, wherever bulk petro- 
leum products are loaded into carrier 
vehicles. Rockwell Manufacturing Co., 
400 N. Lexington Ave.,‘Pittsburgh 8, Pa. 


Self-storing air hose 


. comes in two sizes, one with a maxi- 
mum working length of 23 ft., the other 
46 ft. Hose recoils itself when not in use 
to compact minimum space of 9-in. and 
18-in. Gray Co. Inc., Minneapolis 13, 
Minn. 


Photoelectric control 


. for exterior service-station lights 
turns on lights at predetermined levels 
of darkness and turns them off when no 
longer needed. Also available with elec- 
tric timer to preset any desired off 
period by temporarily overriding photo- 
electric cell. Revere Electric Mfg. Co., 
7420 Lehigh Ave., Chicago 48, Ill. 
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‘PATENT CHEMICALS. 


the Pioneers in Petroleum Dyes 


FORMS OF 
COLORANTS 


Granulated 
Fluid Concentrates » 
Powdered 


FOR USE IN 


Gasolines, Jet Fuels, Diesel Fuels, Fuel 
Oils, Lubricating Oils, Automatic Trans- 
sion Fluids, Break-in Oils and Greases 


Osrm-nn CS 


Patent Chemicals also offers Rust and 
Corrosion inhibitors, Anti-Static 

and Markers for Gasolines and Jet 

Dyes can be prepared to match any color. 
A wealth of experience in color penoies soto: 
ing is at your service. Samples 


PATENT CHEMICALS INC. 
Manufacturing Division 


MISSOURI 


Lashoy puns: 


Forevery size consumer- 
commercial account. 
R. L. FAUBION CO. 


2525 Southwest Blvd. 
Kansas City 8, Missouri 


ih 


NEW JERSEY 


us 





Big. PRICE SIGN 


venaine 
PLASTIC 
ON YOUR 
GAS 
PUMP... 


WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


PENNSYLVANIA 
E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TEKMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 





























Compact radio 


. .. for under-dash mounting is a 15-watt 
version of the Transicom two-way radio 
for use in the 144-174 mc band. Weight 
is 14 Ibs., price $395. Mobile Radio Sales 
Dept., Allen B. Du Mont Laboratories, 
Clifton, NJ. 


Grounding reel 


. is designed primarily for aircraft re- 
fueler couplings. Cable is fitted with a 
50-ampere Mueller clip and a Nato plug. 
Price $6.75 each. Benjamin Reel Products 
Inc., 10700 Broadway, Cleveland 25, 
Ohio. 


Fuel dispenser 


. . . for automotive, airport, and marine 
use is housed in a reinforced fiberglas 
cabinet 3% ft.x 4% ft., and mounted on 
a welded, heavy-base frame. Delivers 45 
gpm. Garsite Products Inc., 4045 Mer- 
rick Rd., Seaford, L.1., New York. 


Truck mud flaps 


... of extra strength are reinforced with 
steel wire mesh to prevent holes, rips, 
and tears from spreading. Prices: 24 x 
30, $5.95 pair; 24 x 36, $6.95 pair. 
Truck & Trailer Products Inc., 1220 
Huron Rd., Cleveland 15, Ohio. 





THRO 


GREATER SPEED, FOR GREATER PROFIT, 


Every unit of the SCULLY System has been 
built to combine maximum speed and efficiency 
in every fuel oil delivery. And even more im- 
portant, each unit has been engineered as part 
of a complete and dependable system, the 
only delivery system available. SCULLY 
products bring you the extra profits that come 
with the world’s fastest fuel oil delivery 
equipment. 


uch tHE SCULL Ysvstem 


VENTALARM® Signal.The original whistling tank 
fill signal. Over five million now in use. Available 
for old and new tank installation. 
. VENTALARM® Gauge@Money-saving 2-in-1 combina- 
tion for new burner installations. One single unit 
combining the original VENTALARM ® Signalwith a 
Tank Gauge. i 
Deep filling with SCULLY® Filful eliminates foam- 
ing, making it possible to stop cut-off of the 
whistle by rising foam. This feature enables fill- 
ing to the proper level and increasing the average 
as much as 50 gallons. 
. SCULLY® Safety Vent Cap.An improved cap for 1” 
and 1%” vent pipes that amplifies VENTALARM® 
Signal sound. Provides 50% more venting area 
than 1D. of pipe. 
UNIFIL® System. The tight connection delivery 
system that pays for itself and returns a profit 
in the first year. Over ten exclusive features. 
SCULLY® Com Nozzle. A single rugged unit that 
has revolutionized nozzle design: lighter, faster, 
easier to repair, and with minimum hydraulic 
shock. 
VENTAFIL®The portable combined fill, vent and 
signal for underground tanks. Built for fast pump- 
ing speeds without blowbacks. Light and rugged. 
Combination SCULMATIC-SCULTROL. The only 
combination that provides absolute flow control 
and pressure-limiting control. 
See for yourself why SCULLY, after 25 years, is 
still the industry's leader, Call Normandy 5-3900 
for more information about any SCULLY products 
—and the unique SCULLY System. 


SCULL 























SIGNAL 
COMPANY 





©1981 SCULLY Signa! Company 


MELROSE 78, MASSACHUSETTS 
IN CANADA: €E 5S. Gailagher Sales, Lid. 10 Halis Rd. Toronto, Ontario 
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Can-bottle crusher 


. . . is a self-contained, hydraulic ma- 
chine. Mounted on rollers, crusher is 
completely portable and can be plugged 
in anywhere. Herlex Sales Co., 1440 W. 
Van Buren St., Chicago 7, Ill. 


Truck tank 


. . . has maximum space for packaged 
goods. The flat, eliptical, double-bulkhead 
tank has a low center of gravity, offer- 
ing stability, safety, better steering and 
control. Available in 1200- to 1600-gal. 
capacity on 84-in. CA chassis, and 1700- 
to 2000-gal. capacity on 102-in. CA 
chassis. Newberry Equipment Co. Inc. 
P.O. Box 293, Memphis 1, Tenn. 


Fill-box cover 


. gives pilferage protection to under- 
ground service-station tanks. Made of 
two cast-iron halves, riveted together at 
one end, cover rotates freely around fill 
box and can be locked and/or sealed 
against pilfering. Universal Valve Co., 
PO Box 444, Elizabeth, N. J. 
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Equipment Literature . . . 





Repair manual 

. pictures repair parts used for all 
makes and models of automatic gasoline- 
pump nozzles. Shows an exploded view 
of each nozzle, together with servicing 
tools and modernizing kits. Weil Service 
Products Corp., 3819 N. Ashland Ave., 
Chicago 13, Ill. 


Case-packer line 


. Offering continuous-motion packing 
of cans or bottles in shipping cartons 
is described in a file-size illustrated Bul- 
letin CP-702. Geo. J. Meyer Mfg. Co., 
Box 452, Milwaukee 1, Wis., or Econom- 
ic Machinery Div., Geo. J. Meyer Mfg. 
Co., 60 Fremont St., Worcester 3, Mass. 


Electrical code bulletin 


. . . discusses applications of Crouse- 
Hinds condulets in hazardous locations. 
Illustrated with over 300 product and 
installation photos. Bulletin No. 2722, 
Crouse-Hinds Co., Syracuse 1, N.Y. 


Equipment People .. . 





Russell J. Adams 

now represents the 

Smith-Erie Div. of 

A. O. Smith Corp. 

in northwestern 

Pennsylvania. For 

the past 16 years, 

Adams was _ asso- 

ciated with Erie 

Meter Systems, be- 

fore the company 

was 

Adams 
new 

Adams will also represent several other 


acquired by | 
A. O. Smith. In his | 
capacity, | 


suppliers including Whiteway Manufac- | 


turing Co., Buckeye Iron 


and Brass | 


Works, Gorman-Rupp, and Electric Hose | 


and Tubing Co. 


Ray P. Summers 
has been named 
division 


for northern Illi- 


manager | 


nois for Autoquip | 


Corp., lift 
facturer of 
cago. Summers 


manu- | 
Chi- | 


was formerly sales | 


manager for the 
Guardian Light 
Co., and was at 
one time associated 
with the U.S. Air 
Compressor Co. of Cleveland. 


Summers 


C. A. Burt now represents Marlow 


Pumps, division of Bell & Gossett Co., | 
in Maryland, Delaware, and a section of | 


Pennsylvania. He was formerly a sales 
representative for pumps, valves, and 
processing equipment for the Chicago 


office of the American Hard Rubber Co. 
os 
Robert B. Newman has been named 
vice president of Vulcan Containers Pa- 
cific Inc., San Leandro, Calif. A former 
steel-industry executive, Newman is a 
graduate of the Illinois Institute of Tech- 
nology. 
a 
Harvey E. Fritter, president of L. A. 
Fritter & Son Inc., was elected president 
of the Mid Atlantic Oil Equipment Job- 
bers Assn. at the Greensboro, N.C., spring 
meeting. Other officers elected for the 


DIAL 
THIS 
PUMP 


FOR THICK 


Equipment 


coming year were S. W. Bullock, vice 
president; George Thompson, treasurer; 
and A. L. Tenser Jr., secretary. 
2 

James W. Walker now represents Nep- 
tune Meter Co. in Texas and Oklahoma, 
with headquarters at the company’s 
Dallas office. 


= 
H. F. (Hal) Freyer, 47, general man- 
ager, automotive division, Aro Equipment 
Co., Bryan, Ohio, died of a heart condi- 
tion May 26 in Bryan. Burial was in 
Waukesha, Wis., his home town. 


OR THIN sf 


ll. 


Vari-Flo changes capacity instantly 


If you’re moving a variety of liquids—or one liquid 

at changing temperatures—there’s no need to use several 
pumps. One Blackmer Vari-Flo can solve your problem, 
save you time and money. With Vari-Flo, you just 

dial a low capacity for thick liquids, then gradually increase 
the rate as the liquid gets thinner. You can even reverse 
the flow without changing pump speed or direction! 
What’s more, the Vari-Flo does all this with an ordinary, 
standard-speed motor. No complicated variable-speed 
drives are necessary. The secret is inside the pump. 

See how it works. See how it can solve your 

pumping problems. Write for Bulletin 600 today. 


"liquid materials handling"® equipment 


“BLACKMER / 2 1: 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


Find your Blackmer Man under ‘‘Pumps” in the Yellow Pages 
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These Products 
; SELL 
Your Products 


‘a COMPLETE LINE OF | 
MOTOR IL CABINETS 


SELO/L 


helps you... 


_ oars 
or 
moe Fors fowcs 9) 
ONL font fou ‘ 
cowee Fours : 
On fon 
|e 


® Increase motor oil sales 
e Speed driveway service 
e@ Promote station cleanliness 


Choose from 5 models 
ncluding a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 








SES MESSE HE 


} 4 


i523  lube-service center 


- @ A complete customer reminder 

eons f service and lube-bay record 
system including work desk. An 
effective system to build repeat 

~-\| business and lube-bay profits. 


' 

|: 
ie 
Ist 


——4 > 








GGT, When) Ope 
Weatdate! UMAR PTT 
c | ne ar 


e.ROLL-A-DOOR 
Merchandising Cabinet 

MASS DISPLAY and point-of-sale adver- 

tising that’s always visible to increase 

tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 

average size tires. 





Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment. 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N.C 





WHAT'S 
NEW 





Tail-pipe hanger 


. . is a new, universal design claimed to 
replace all types of hangers including 
intermediate, front, and rear. Has five 
inches of strong rubber insulator with 
four universal holes in the insulator and 
an adjustable clip for every angle. Wohl- 
ert Corp., Lansing 5, Mich. 


Portable vehicle 


. with a Briggs & Stratton engine has 
been put on the market as a resale item 
for service stations. The Mini-Scrambler 
is a low, two-wheeled unit that weighs 
75 Ibs. and sells for $139.95. Wood Plas- 
tics Co., Woodland & Plant Ave., Wayne, 


Counter dispenser 


. .. for flashlight batteries is a self-vend- 
ing unit, easy to load and designed to at- 
tract customer attention. Stands 13%-in. 
high, 13-in. deep and 3%4-in. wide, and 
holds 48 No. 950 Eveready batteries. 
Union Carbide Consumer Products Co., 
270 Park Ave., New York 17, N.Y. 


TBA Literature ... 





Small-engine catalog 


. of the fast-moving electrical and 
carburetor parts covers three makes: 
Briggs & Stratton; Clinton Engines; and 
Lauson-Power Products. New edition has 
many new and comprehensive changes. 
Includes price list of parts and list of 
repair tools. Automotive Electric Assn., 





Pa. 16223 Meyers Rd., Detroit 35, Mich. 


a) ae 


AT THE NEW ORLEANS TBA convention, international chairman Bob Park, 
TBA manager of Sun Oil Co., was able to convene a steering committee. 
Representing all elements that make up the Oil Industry TBA Group, the 
committee includes (1 to r.): Norman Farsje, Gould-National; Pete Hirleman, 
Cities Service; John Howe and Joe Welland, Skelly; Bill Green, Bill Green 
Associates; Harold Danziger, Hollingshead;Larry Sherwood, Calvin Co.; Hugh 
Bullock, Olin-Mathieson; Ken Marriott, Shell of Canada; Park; Ollie Epps, 
Cities Service; W. J. Wixson, DX Sunray; Jim Dornolf, Oklahoma-Pate; Jack 
Hennessey, Sr., Jack P. Hennessey Co.; Art Sweet, Humble; Bob Wishmeier, 
Pure; Jim Lightburn, Purolator; Doc Rider, Lion Oil; and W. L. Rockwell, Shell. 
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TBA People... 





Reinhardt 


Graybill Robinson 

Du Pont has organized a national-ac- 
count sales group in its antifreeze depart- 
ment especially designed to serve nation- 
al petroleum marketers. Head of the 
group is David S. Reinhardt, Wilmington, 
Del., formerly assistant antifreeze sales 
manager. 

The group includes three other anti- 
freeze specialists; A. D. Wilson, New 
York City; M. A. Graybill, Detroit; and 
O. E. Robinson, Oklahoma City. 

& 


William M. 
Hempel has been 
promoted to man- 
ager of passenger- 
tire sales at Gen- 
eral Tire & Rubber 
Co. A former pro- 
football player 
with the Chicago 
Bears and a tor- 
pedo - boat skipper 
in World War II, 
Hempel spent a 
brief period in the 
insurance and plastics businesses before 
joining General as Chicago territory 
manager in 1948. He succeeds W. A. 
Robinson, who has been made southwest- 
ern regional manager of TBA sales. 

® 

Barney Crowe, former Charlotte dis- 
trict manager for General Tire, has been 
assigned to the position of southwestern 
regional manager for national-account 
sales, with headquarters at Dallas. Crowe 
has been with General Tire for the past 
15 years, starting as a field salesman out 
of Memphis. At the same time, Robert 
H. Lynn has been promoted to manager 
of passenger-tire sales for the Detroit dis- 
trict. Lynn formerly covered the Grand 
Rapids-Saginaw area for General. 


Hempel 
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Earl R. Fiene 
has been named 
vice president and 
director of sales for 
Electric Autolite 
Co. For the past 
23 years he has 
been with Stewart- 
Warner in both the 
manufacturing and 
sales departments, 
and was most re- 
cently engaged in 


Fiene : Rn 
automotive _ origi- 


nal-equipment sales. In his new post at 


Tires-Batteries-Accessories 





Autolite, Fiene is in charge of both orig- 
inal-equipment and replacement sales. 
8 

Robert S. Burgess has been named gen- 
eral sales manager for consumer products 
of the Union Carbide Consumer Prod- 
ucts Co. He has been manager of dis- 
tributor sales for battery products since 
1957. 

* 

Frank G. Schmidt has been named 
manager of dealer sales for the Penn- 
sylvania Tire Co., Mansfield, Ohio. He 
was formerly in charge of the central 
division at Clinton, Iowa. 


HERE’S WHAT 
GRACO HYDRA-CLEAN 
CAN DO FOR YOU! 


1. Washes automobiles and trucks 
cleaner, faster and easier... 


2. Cleans engines quickly . . . makes 


them look like new! 

3. Makes motor tune-ups and mainte- 
nance easier... saves time and adds 
the “finishing touch” to repair work. 
4. Safely and economically washes 
down drives and lifts... keeps work 
areas bright and clean... no danger 
from volatile solvents. 

5. Air-powered for easy installation, 
safe use .. . even close to explosive 
gasoline vapors. 


See your Graco dealer today for all 
the details of Hydra-Clean. 


You'll be glad that you did! 


ENGINEERS AND MANUFACTURERS 


— 





| 
| 





GRAY COMPANY, INC. 


765 Graco Square 
Minneapolis 13, Minnesota 


"SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 








WHAT'S 
NEW 
IN 
PREMIUMS 





BRIEF CASE is made of sturdy plastic 
with brass fittings. It measures 15x11x3% 
in. Available in tan or black simulated 
leather finish, it lists for $4, but dis- 
counts are available on bulk orders. Deco 
Associates, 5466 §. Cornell, Chicago 15, 
iil. 


BLINKING LANTERN operates on two 
standard D-batteries. A separate switch 
controls the red blinker at top, or the 
front beam. Unit price is 60¢ when 
shipped in quantity. H. J. Ashe Co., 
Glenbrook, Conn. 
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FOLDING UMBRELLA is a self-liquidator 
mailed directly to the customer from 
Japan. It folds into a compact shape 
that is packed in a cloth sheath. It is 
available in black or plaid. Price is $1.50 
when ordered in quantity. Around the 
World Shoppers, 829 Newark Avenue, 
Elizabeth, N.J. 


ANTENNA STREAMERS are directed at the 
younger drivers. Made of bright colored 
plastic threaded through a dice, the 
streamers are packed six dozen to a car- 
ton. Price is $1.30 a dozen. Dunmore Belt 
and Novelty Co., 29 E. 19th St., New 
York 3, N.T. 


LAMP SET comes packed in a sturdy gift 
carton. Ordered in volume, it’s priced at 
$2.25 for the two-lamp set. Colors are 
pink, white and gold. Height is 12% in. 
Earlington Industries, 420 N. 53rd St., 
Philadelphia 39, Pa. 





—let this handy 
new slide rule 
show you how 


Initial cost...depreciation...main- 
tenance...taxes... 

These are factors which enter into 
a prudent choice of new service sta- 
tion buildings. Figuring them all is a 
complex job—and a mistake can be 
costly. 

That’s why the LUSTERLITE 
Service Station Payoff Calculator is 
such a handy tool. Just one setting 
of the slide shows how soon you’ll 
break even on your LUSTERLITE 
Buildings—and how much extra 
they’ll earn in their first 25 years. 

This Calculator is simple...it’s 
accurate...and it’s free. It’s yours 
for the asking...so write today! 


LUSTERLITE 


PORCELAIN ENAMELED STEEL 
SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION 
CICERO 50, ILLINOIS 


A DIVISION OF THE EAGLE-PICHER COMPANY 3siaees 
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‘PROFITS GO UP... 


when a Lusterlite Station goes up! 


You increase profits two ways with LUSTERLITE Porcelain 
Enameled Steel Service Stations: 


1 e You sell more... because these bright, modern stations 
attract new customers and hold old ones 


2] e You cut maintenance costs...because Lustertlite 
Porcelain Enameled Steel Buildings never need paint- 
ing ...wipe clean inside and out 


Let LUSTERLITE execute your designs in your colors. 
Remember...forlong life,lower costs, increased profits... 


VS TEU 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 














NICE BUSINESS...if you can get it (and keep it) 


eality. 


THE BEST ECONOMY OF ALL 


One thing you know for sure as an 
Independent Oil Marketer—contrac- 
tors aren’t about to hand over their 
lubricant business just because they 
like you. 

They’re buying lower maintenance 
costs, maximum performance, and 
longer equipment life to meet rugged 
contract demands. 


With Sun’s full line of quality petro- 
leum products, you can build your 
reputation for service. When you sell 


PIONEERING PETROLEUM 
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under your own brand name, Sun 
will back you with the product know- 
how, selling helps, and the savvy you 
have a right to expect from a major 
oil company. 


Your local Sun representative can 
help you plenty. Call him. Or, if you 
prefer, write directly to Sun Oil Com- 
pany, Dept. NP7, 1608 Walnut 
Street, Philadelphia 3, Pa. In Canada: 
Sun Oil Company Limited, Toronto 
and Montreal. 


PROGRESS FOR 75 YEARS 


July, 1961 








Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Gasoline demand is expected to pick up in the third quarter, 
but not enough to reduce gasoline stocks to a level considered adequate for fall 
and winter needs 


Market Outlook: One view of summer gasoline-price prospects is that the only 
way things can go is up. Another is that the spring price wars haven’t taught 
marketers anything 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 

Market outlook Key crude oil prices 
Refinery/terminal prices 

STATISTICS Tank-wagon prices 

Petroleum indicators Prices in 55 cities ..... F 

State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 

















* 
MILLIONS OF aime YEAR AGO | pune sg anne 
‘ee a Sia Pe a ee a Y 


PPE ee pers (¢ per gal.) 


el, gilli P 4 June May June 

200-4 GASOLINE 1961*+ 1961 1960 

180-4 Gasoline 

1 (regular) 11.78 11.46 11.58 

wee Kerosine 11.06 11.14 10.82 

140-4 Distillate 8.69 8.76 8.81 

120-4 DISTILLATE * Residual 4.66 4.73 4.60 

; 4 principal 

100-4 products 9.14 9.02 9.04 

s0-1- Lube oil 24.53 24.53 21.60 
* Crude at well 

60-+ RESIDUAL ($ per bbl.) 2.89 2.89 2.92 


40- pe 8 ee serern op eeetsaaeeeer™ mae -@ ecm easativahidalie diene --9 


20-+ ae *Weighted average price, princi- 
TS ne Oe ee ‘ee a Oe pal markets. Crude prices middle 
0 See of month, not monthly average. 
ie oe, ee ee a ae rs ee ee WM A Me) tThrough June 16. 
1960 





























* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) June 1961 May 1961 June 1960 
Finished and unfinished gasoline (thous. bbl.) 210,480 198,452 
Kerosine (thous. bbl.) ; 2 27,614 27,354 
Distillate fuel oil (thous. bbl.) 94,975 
Residual fuel oil (thous. bbl.) ... 44,569 
Crude oil—B. of M. (thous. bbl.) 257,325 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,039 8,126 
Foreign crude include (thous. bbl. daily) 953 1,079 
% of refinery capacity operated - 80.7 82.7 


Refinery Output 
Gasoline (thous. bbl. daily) 2 4,085 4,230 
Kerosine (thous. bbl. daily) 287 325 
Distillate fuel oil (thous. bbl. daily) .. 1,633 1,778 
Kesidual fuel oil (thous. bbl. daily) 873 843 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 7,061 6,939 
Srude oil imports (thous. bbl. daily) . 1,066 1,091 


*Through June 9, except crude stocks, June 3. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) 5,449 (March) 4,594 6,562 
Average station gasoline price, ex tax (¢ per gal.) 20.25 (June) 20.19 20.78 
Service station sales—all commodities ($-million) 1,414 (March) L217 1,387 
Gasoline consumption (million gal.) 4,392 (Feb.) 4,715 4,508 
Passenger cars—domestic shipments (thous.) 443 (April) 410 577 
Trucks and buses—domestic shipments (thous.) 79 (April) 80 93 
Automotive replacement tire shipments (thous.) 6,444 (April) 5,875 6,558 
Replacemnet battery shipments (thous.) 2,331 (Feb.) 2,761 1,641 
Oil burner shipments (thous.) ... 36.9 (Feb.) 42.0 39.2 


168 NATIONAL PETROLEUM NEWS ° July, 1961 





Supply and Demand 





Needed: A Brake on ‘Gas Stocks 


With growth declining, presummer 
stocks don’t need to be so high 


ASOLINE DEMAND is expected to pick up 
in the third quarter. It lagged in the second 
quarter. 

Estimated total third-quarter needs are placed at 
4,520,000 b/d, almost 2.5% greater than de- 
mand of 4,415,000 b/d in the third quarter of 
1960. Second-quarter demand is estimated at 
around 4,450,000 b/d, less than 1% above de- 
mand in the second quarter of 1960. 

The rate of gain indicated for the combined sec- 
ond and third quarters in 1961 is moderate com- 
pared with that of recent years. So the over-all 
withdrawals of gasoline from refiners’ storage in 
the six months from March through September will 
likely be less than anticipated. These inven- 
tories may end up Sept. 30 at well above the 170- 
Million bbl. considered adequate for fall and win- 
ter needs (see chart). 

Gasoline stock levels are being examined critical- 
ly by many oil companies in view of the current 
lower rate of growth in demand for this product. 
As shown in the chart, in 1958 and 1959, second- 
and third-quarter withdrawals from stocks of over 
40-million bbl. served to bring total U.S. stocks on 
Sept. 30 to volumes not unduly burdensome to 
start the fall. 

Last year, second-quarter gasoline demand was 
2.7% greater than in 1959. Third-quarter demand, 
however, was less than 1% above the same period 
in 1959. Stock withdrawals in the second and third 
quarters were 33,046,000 bbl. Total inventories 
Sept. 30, 1960, were 189,645,000 bbl., some 20- 
million bbl. higher than was considered adequate. 

The current and anticipated lower rate of in- 





Gasoline Stocks by Refining Districts 
May 31, 1960 and 1961 
(000 bbi., API data) 


May 31, May 31, Change % ogy 
1961 1960 Bbis. ‘from ’ 


49,370 47,325 +2,045 + 4.0% 


+4,152 +11.5% 
+6,197 + 7.4% 
—1,308 — “a% 


ee 
—1,204 — 6.1% 
+ 897 +11.8% 
+ 764 + 3.5% 
— 844—07 


District 





East Coast 
Texas and 

La. Gulf 

Total Coastal 
Ind.-Ill.-Ky. 
Minn.-Wis.-Daks. 
Okla.-Kans.-Mo. 
Rocky Mts. 
Other Inland 


Total Inland 


U.S. Except 
West Coast 
West Coast 


Total U.S. 


94,305 


184,003 178,650 5,353 3.0% 
26,480 32,005 —5,525 —16.9% 
210,483 210,655 — 172 00 
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HOW GASOLINE STOCKS DECLINE 
DURING 2ND AND 3RD QUARTERS 


million bbl. 
240 


230F stocks March 31 
220 


210 
200 
190 
180 
170 


Stocks Sept. 30 
160 
ne © 
0 a 
1956 ‘57 ‘58 59 ‘60 “61 
*Level considered adequate for expected fall and winter needs. 























With gasoline stocks so high March 31, summer gasoline 
demand isn’t likely to avoid a surplus on Sept. 30 


crease in gasoline demand from year to year may 
bring readjustments in refiners’ operating sched- 
ules. A March 31 stock level as high as 220-million 
bbl., as it was last year and again this year, is not 
necessary as a cushion against summer demand. 
Such a level could be avoided by adjusting yields 
in winter refinery operations to produce less gaso- 
line and more distillate fuel oil from the volume 
of crude processed. Then withdrawals during the 
spring and summer, in line with current demand, 
would leave stocks in a better position on Sept. 30. 

Gasoline inventories in most refining districts 
May 31 were higher than on the same date in 1960 
(see table). In all of the U.S. except the West Coast, 
stocks were 184,003,000 bbl., more than 5-million 
bbl. higher than in May 31, 1960. 


The largest surplus was in the combined East 
Coast and Texas and Louisiana Gulf Coast refining 
districts. 

A large decrease in inventories in the West Coast 
district brought total U. S. inventories May 31 to 
210,483,000 bbl., only nominally under the total 
of 210,655,000 bbi. in U.S. storage on May 31, 
1960. 

Total gasoline demand was 3,875,000 b/d in 
the first quarter of 1961, the Bureau of Mines re- 
ports. This was 2.6% larger than the 3,778,000 
b/d in the first quarter last year, and above the 
earlier forecasts of 3,830,000 b/d for the first 
quarter. 

Total demand of 10,585,000 b/d for all oils 
in the first quarter was nearly 2% less than in 
1960. Among the volume products, the loss was in 
the distillate and residual heating oils. € 





Market Outlook 





Gasoline: Two Forecasts 


HE SPRING gasoline season may have convinced marketers that price- 

warring isn’t the way to bigger profits, or even to bigger gallonage. But then 

maybe it didn’t. There could be some old scores left to settle and perhaps a few 
new ones, too. 

Some criticism is directed at wide-area pricing. But nobody is rushing to get rid 
of it even though it is being blamed for the retail/wholesale mess a while back. 
Comment runs, also, that too-long margins to resellers are making for none-to- 
well concealed discounts. Yet the 0.5¢-gal.-higher discounts still are being ex- 
tended. 

“Need for statemanship” begins to sound a bit corny. Even a little false. There’s 

. too much product on hand. It has to move somehow, somewhere, at some price. 
But refinery runs stay high. There comes a time when hard policy, hard facts, 
hardheaded selling is the only real stumbling block to hard marketing times. 

So you wind up with two contrary views for July on gasoline. One is that 
markets will be good, because they have to be good after all the bloodletting in 
May and June. The other is that experience is an ineffectual teacher among 
gasoline marketers and the causes of retail wars remain unsettled as ever. 


Fair Trade Out, Fair Trade In 


To G. D. Carroll, regional manager for American Oil, Balitmore, goes an 
award for understatement. When his company discontinued fair-trading gasoline 
last month in Pennsylvania, Carroll said extensive study disclosed that “fair trade 
does not meet the needs of our company and its jobbers and dealers in the state 
of Pennsylvania.” 

Other principal sellers in the state quickly followed American Oil in jumping 
off the discordant fair-trade bandwagon. Ever-weakening prices and court suits had 
proved it ineffective and unpopular. Mobil, for example, said weakness in retail 
gasoline prices had made “continuation of fair-trading impractical.” 

While fair-trade gasped its last in Pennsylvania, dealers on Long Island, just 
100 miles east, began clamoring for fair-trade selling of gasoline as a happy way 
out of their price difficulties. 

The Long Island Gasoline Retailers Assn., in their demands to have fair-trade 
invoked on the island, threatened a four-day closing of stations starting July 1. 
The association represents about 1,000 retailers, or about 50% of the dealers 
in Nassau, Suffolk, and Queens counties. 


Key Crude Oil Prices (As of June 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity : (cents per gal.) 
Texas ; June 15 16.26 12.60 
ee Oe cise e sadhana Month earlier .............. 16.38 12.25 
Oklahoma sweet, 36 gravity ....... 2.62-2.97 Year earlier 16.09 12.50 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 i ; 
Pennsylvania Dealer index is an average of dealer tank wagon 
I IIE Si. x so iksa hin os do 9: @ Gide 2.38 : : 4: 
Senade prices ex tax in 50 cities. 
Alberta — 
Pembina, flat . Tank car index is weighted average of following 
wc heavy, FOB La Salina, wholesale markets for regular-grade gasoline, FOB 
at acing: ar Aa en ban a HAT the sa we ia ani “ok 1.85 refineries or terminals: Oklahoma, Chicago District, 
Middie East : 2 : : . : 
Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 


eee 1.80 sonville, Boston and Gulf Coast. 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 








July, 196] * NATIONAL PETROLEUM NEWS 





Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
June 15. Last previous listing: May 17. 


Motor Gasoline 


argoes 
+++. 12-13.75 
11.875-13.75 
-11.75-13.25 
11.625-12.875 
12.25 


Boston, Mass. 
Prem. grade 
Reg. grade 


Chicage, If. 
93 oct. prem 
98 oct. prem 
97 oct. prem 
92 oct. reg 


Detroit, Mich. 
98 oct. prem.....1 
92 oct. reg 


lami, Fla. 
Prem. —_-- 
Reg. grads. . 


Minneapolis-St. Paul 
99 oct. prem 16.68A4-17.18 
91 oct. reg....... 13.92A-14.18 


Pa. 
17,5-18. 
14.5-16.2 


grade 4. , 
Reg. grade 12.25-13.9 
Savannsh, Ga. 
Prem. grade 
Reg. grade 


Tempa, Fila. 
Prem. grade » iy 
Reg. grade..... «-12.25-13.8 


14.25-14.75 
12,25-12.75 


. C. 
14.25-14.5 
12.25-12.5 


Shpt.) 
15.754-16.5 
12.754-13.5 


15. mater 


12.54-13.254 


jortheast Texas 
FOB Ft. wasyese) 
oct. - .15.75-16.25 
90 oct. re; .-13,25-13.75 
60 oct. & 13 


New Mexico/West Texas 
Jaane yt 25 


5-13 
60 oct. & below. .11.75-12. : 


Ark. (For shpt. te Ark. & La.) 
99 oct. prem.....14.5 

94 oct. prem... . .12.75 

92 oct. prem... ..12.25 

91 oct. prem.....1 

89 oct. prem. 

86 oct. reg. 

84 oct. reg. 


Kans. (Fer Kans. Sepeetes only) 
99 oct. prem 16.5 
91 oct. reg 3. 


Oli City 
98 oct. prem... 


. 14.75-15 
93 oct. reg. 13.25 


Calitornia—Les Angeles District 
Rack: 

100 oct. prem. . 
98 oct. prem 
94 oct. prem 
88 oct. reg 
84 oct. reg 


Tank Car 

100 oct. prem.. 
98 oct. prem 
94 oct. prem 


13. a 5 


84 oct. reg 


Tank Truck (400 gal. or more) 
98 oct. prem... . .21.3-22.3 
88 oct. reg 17.8-18.34 


San Francisce District 
Tank Truck ani 
98 oct. prem. . 

88 oct. reg 


Distillates & Fuels 


Gulf Coast Cargoes 
a w.w. kero. .9.25-10.25 
0. 2 fuel....... 8.25-9.5 

os 57 di. gas oil..8.625-9 875 
48-52 di. gas oil..8.5-9.75 
43-47 d.i. gas oil..8.375-9.625 
Bunker C fuel....$2.204-2.40 
Bunker C fuel 

max 1% sulf.. .$2.45-2.55 


Albany, N. ¥. 
Kerosine, Ne 1. .10.9-11.2 
No. 2 fuel....... 9.9-10.2 
shor 
< oe YEE 
--$3.61-3.99 


sulf guar.......$2.72 


Baltimore, Md. 

Kerosine, No. 1. .1 
do bar, 

No. 2 fuel.......10 
do barges..... 9.75 


Diesel oll, shore 


jaton Rouge, La. 

ag No. 1. .10.5 
“32 peepee 9.6 

Diesel oll, shore 


bunkers..... «$2.30 


Boston, Mass. 
Kerosine, No. 1. .10.6W-11.1 
2 fuel .6V-10.1 


Kerosine (a) 

Diesel fuel (a)... .11.3- 
No. 2 fuel (a)....11-1 
. et el 9.15 


uel 8.15 
bas Prices of some sellers to bulk come 
mercial consumers are 0.15¢ higher, 


bunkers....... 


Chicago, Ill. 
Range oil, No. 1. .9.25-11.85 
No. 2 fuel....... 8.75-10.85 


bunkers, . . —$2.30-2.40 
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Jacksonville, Fla, 
Kerosine, No. 1. .11.8-12.1 
No. 2 fi 


$4.662V-4.746W 9 


bunkers... ~-$2.37 


Minneapolis/St. 
Range oil, No. 1. "ocay, 68V 


Mobile, Ala. 
Kerosine, No. 1.. -11.6 
-10.7 


bunkers 


New Haven, Conn. 

Kerosine, No. 1. .11 
No. 2 f 0 
Diesel oil, shore 


$2.69—2.77 
New Orleans, La. 
Kerosine, No. ” 10.5 
o. 2 fuel....... 9.6 
Diesel oil, shore 
a 


Heavy Diesel, 


Bunker C, 
bunkers 


New York “reg 
Kerosine, No. 1.. 


do barges 
Light Diesel 
bunkers... ~ $2.51 


Pensacola, Fla. 
Kerosine, No. 1. i. 


Diesel oil, shore 
plants 





Philadelphia 

Kerosine, No. _ .10.5V 
do barges..... 9.9W-10.25W 

| NR 9.5v 

m.. er ..  8.9V-9.25V 
esel oil, shore 
Pe oy, ov 


-3.36 


bunkers 


Port HN Fla. 
Kerosine, No. 1. .11.8-12W 
No. 2 fuel... 11.1V 
Diesel a shore 


Portland 
Kerosine, No. Ri 


Providence, R 
Kerosine, No. 7 “10.6W-11.1 
No. 2 fuel....... ‘9.6W-10.1 
Diesel YY shore 


Bunker C, 
bunkers.......$2.71 


Savannah, Ga. 
Kerosine, No. 1, .11.8-12.1 
-911.2 


Tampa, Fila. 
Kerosine, No. 1. .11.7-11.9W 
lv 


Diesel oil, shore 
ts 


do barges 
Light Diesel 
Bunker C, 

bunkers 


Okla. Group (Northern shpt. 
42-44 w.w. 

kerosine....... 9.5-10 
nd above d.i. 


Northeast 
(FOB “y wry Dallas) 
10.5-11.1 


No. 6 fuel... .. ..$2.20-2.50 
New Mexico/W. Texas 
44 


=~ 10.5-11.25 
«-10.5-10.75 
«- 10.25-10.5 


ry (for Kan. destinations only) 
10.5-10.625V 


10.5-10.625 
10.5 


9. 
No. 6 fuel. . ... ..$1.90-2.10 


a etd mn te Ark. & La.) 


No. 6 fuel... - 

Western Penna. —Bradford-Warren 
11.5-12.25 

SS cota seen 11.5 


eee 
No. 2 fuel. . 11-11,25 
36-40 gravity fuel.10.25 


Kerosine. . =» rt} 95 


0. 2 fuel 0. 
3040 ually fuel.10.25 


Callfornia—Los Angeles Dist. 
Rack: 
Stove dist. 
|) 8.25-12 
Diesel fuel 
ee 7.75-11.25 
v ht feet 

_——- ~ $2.90 
ee fuel 
PS = = $2.10-2.45 


40-43 w.w. 
Stove dist. 
PS 100..........8.25-15.3 

Diesel fuel 
J, 7.75-13.8 
oie fuel 
300 $2.90 
+ 
PS 400... . .. a. $2. 10-2.45 


Tank Truck (400 or more 
40-30 w.w. ” , 


PS 200... 14.3 
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Refinery and Terminal Prices 





San Francisco Dist. 

Tank Car: 

40-43 w.w. 
kerosine,.... ~ 16.3 

Stove dist. 

i ee ~15.8 

Diesel fuel 

PS 200... 


Hy fuel 
Lscoaces ~ $2.50-2.68 


Pe Rape Truck (400 gal. or more) 
kerosin. tsa 


100 san ita oa ~16.3 
Diesel fuel 
PS 200 


Pacific Coast 
Ships’ bunkers, or deep tank lots 


San Pedro, C 

Diesel—PS sO. “$5. 09 
Bunker C—PS 

400 


San Francisco, Cort 30 
Diesel—PS 200... 

Bunker C—PS 
ap re = $2.25 


Seattle, Wash. 
Diesel—PS 200.. .$5.55-5.59 
— C—PS 


Bunker C....——$3. 3 


Manzanilla 
Diesel...... . $5.42 
Bunker C..... ~$3.20 


Minatitian 
Bunker C...... 


Salina Cruz 
IO. ccdsenes $5.42 
Bunker C...... = $3.20 


Bunker C...... ~-$2.20 


Natural Gasoline 


Prices are to blenders on freight basis 
shown: shipments into tank cars of pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated 


FOB Group 3 
Grade 26-70 
4.5¢ 


FOB Breckenridge, Tex. 
a 26-70 
¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
transport trucks. 
ew York 
Harbor........ 7.3W-7.55V 
Philadelphia..... 7.05V 
Oklahoma 
Group 3.......2.5W-3V 
Baton lh ‘ie 3.625 


Lubricating Oils 


Western Penna. 
Viscous Neutrals—No. 3 Col. Vis. at 


rape aa 
150 vis. (143 at 100°) 400 to 405 flash 
J eae 

Bright stocks 

ip Wea. ee No. 8 Cel. 

25 p.t... 


Be stocks 
s.r. filterable. = 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


Bright Stock—Conventional 
200 vis. 

10-25 p.p........26 
150-160 vis. D 


Bright > .?itaa 
150-160 vi 
0-10 p.p., 95 vis. .26-27 


Neutral Olls—Conventional— Pate Olls 


Cylinder Stocks 
s.r. olive 
GIOER. cccccces 20.5 


Gulf Coas 

Solvent Refined Olls from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 2108 
160-160 vis. 
0- 10 pt 98 vl. .26-27 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries fer 
domestic and/or export shipment. 


Pale Oils 
i mi ~ 





Tank-Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


Mobil Gasoline 
(Regular) 
Dir. Cens. 
TW. 
New York City 


SUTIN india ais inten aia ~ 
i cicvaraskdecbcnsasien oo 
, see - 
Sis vcpebheddssbehand - 
eee = 

fk 8 eee - 
mn 


erry 
ons ees 
=——: 


SoS 
dedi iol toto Tot 


: NMReww 


uo 


i3.4 
13.2 


~ 
OAweMOoNNNN-: Nwwwurrs 
t parmmnwrrmnweunrmuan~: won! 


te ae tet et et tt tt 
ee er ey ere 


*Com. cons. tc. prices 0.15¢ higher. 

Taxes: NYC prices are ex 3% city sales tex; Syracuse prices ex 2% city sales tax. 

Discounts: 
of 800 gal or more. 


MORO ee 
° CP wenn: ~~ 


Kerosine tank wagon prices also do not In- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
June 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


_oc™ Sinn 
NeRaS 
Oana 


titigt gt 


at et tt eet Pee bt eet Pm ng pe 
RSSoo-SSSHmH=hA ; S: 3 
| Rammwpwenemunwn: uw or I 


ee re era — 


bil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gat or more. Mobilfuel Diesel—Ali points, t.w, less 0.5¢ fer deliveries 


Notest Premium-grade tw. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other te. prices FOB bulk terminals, 
a-Kerosine, Mobilheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance. 


Atlantic 
Refining 


Philadelphia, Pa 
Reading..... 
Allentown 
Harrisburg 
Wilkes-Barre... 


+ 
o & 
& 


Greensburg. . . 

Wilmington, Del 

Hartford, Conn,.............. 

New Haven 

I, Sosa cwavesecen 

Springfield 

i. 0 eae 

Camden, N.J.......... 

Newark. parse is 

 §) aaa 

Binghamton 

Buffalo 

ae 

NN. ccactcuswnaewadese 

Syracuse. .. 

Baltimore, Md................ 

Richmond, Va 

Charlotte, N.C............... 

Jacksonville, Fla............. 

TD, vcctinis cévesscncevecss 

a—State and federal taxes only. 
Fair-trade minimum service station price 

c—Fair-trade minimum service station price 


ee eet ett) 
— 
tet et OOOO OOO OO DH OD OW lt bt et et et et et tt tt 


DD HOSA NUINNDODSINNIOnNNN 


AMD: CONKYWWUNDOUMNYHMNYNYNOHAHHAH 
SEODSDOCOOOOOOSCOMMOO OOOO OOOO SDSOO 


ee 


Heavy Fuels 
No. 6 No. 6 


Philadelphia 7.81 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine-Penna. add 1¢ gal for 
tw. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 gal, 
2¢ for under 100 gat. 
_*Prices subject to 0.5¢ gal seasonal discount except Charlotte, 0.4¢ gal seasonal 


discount. 
» **Prices subject to 1¢ gal seasonal discount. 


174 


Esso 


Standard 


N 

Baltimore, Md 

ST. sss ctanecones me 
Washington, D.C........... ~- 
Wists neshenawnien - 
IL centodsscae pees oo 
og. Sea = 
ee am 
DE: cicanteanédaneses ac 
Charleston, W. Va........... - 


id 


eokerten! 
eater — Ty) 


mooooooooeooeooCe ooo S COO SCOSSSOS So: 


Salisbury 
Charleston, S. C...........+ « 
Columbia 


Spartanburg... . 
New Orleans, La. 
Baton Rouge 
Alexandria. 


Of faunuw 
+ mMNOOMENO: +: -: > wr 





ae et at tt et ed at et te Pel fed 
Phew wwuw ow 
FOCOCCeSCOCS~I0 co 


ae et et et et tet 


DE Hii. ccniesndatnsteccsssnagsesicessiecwebes = 
ia hee ohne a cdepcubeamie on on oo 00 en om 
Washington, D. C. 1,050 gal minimum. .... .. 2. a oe on on we ~ 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries gal 
or more; add 1¢ for 100-299 gel, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular, 
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Tank-Wagon Prices 


American Standard of Ohio 


. 

(Regular) Furnace On Gase- Kero- 

Cons. Gasoline Kerosine 1-98 100 gal line sine 

T.W. Taxes T.W. and over Ww. 5 T.W. 
9.0 ; . ‘ ' ; y 16.5 
E 6 t . 16.5 
15.5 
16.5 
16.0 
15.5 
16.0 
16.0 
. D - 16.0 
Milwaukee, Wis... 16.5 


(a) See below os ples on on larger quantities. ) 14.9¢ for 750 gat & over. _ 
American Furn. Stanolex Fuel A Stanolex Fuel C Notes: nnn Nos. 1 & 2 Fuels—Prices are for 100 el er more; for 50-99 gal, add 
1-749 760- 1,499 1,500 gal 1-1,499 1,500 gal 1¢, 1-49 gal, add 2¢. Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
gal gal & over gal & over resellers 3.5¢ above regular. S.S. prices are at company-operated stations. , 


gal 
Chicago. 14.9 14.4 10.7 10.45 9.95 10.55 9.3 


American Furnace - 
100-174 176-849 860 gal 1 gal 
gal gal & over & over 


Minneapol ene ae 16.2 15.7 wat Standard 
i571 


gan * sii tax includes ae gy tax. Des Moines — & furnace ° . for dell t 
le ate tax. State sales, occupation, consumer & use taxes to f C | f ing for deliveries o 
— where — le. 0 a ! ornia ay for other deliveries. 
iscounts: Red Crown c.t.w. prices at some points subject to varying discounts for Standard 
mM deliveries. “Pearl Chevron 
N.B.: Established tank wagon prices are shown above. Diesei 
oa temporary prices may be in effect in one or more local'ties. 





iff 
Efe 


ee 
SSo-wxrowsos 
ot 
at pat ph tt pt i 
DHAAAAAHAAHH 
ouowmouaun 
ee et ee et et ee 
AANA me ON 
Sucvuouunn 


eoccoucoc: 


-_ 
o 

Co 

i 
Ang 
Ano 
eto 
Sh ied 
ano 


Prices are tank truck posting’. ex all taxes, > 
gal or more; see 


San Francisco, Calif. 
Los Angeles 


> ~ T Portland, Ore.. 
Continental Oil exaco ie 
Fire Chief Gasoline 

Gupte) Boise, Idaho 
Salt Lake City, Utah 
Honolulu, Hawaii... 
Fairbanks, Alaska. . 


TOD et Re Re RD 
SBSaeSSSrsusd 

Owe WIONoOwon co 
ttt tet pet Pa Pe 

Se IOOK He OOwW 
ocoouwmooumumnooeo 


Dallas, Tex... 


Ft. Worth.. y i 
Wichita Fails. ] j . *Standard No. 2 Burner Oil 
Amarillo % Taxes: Honolulu—Diesel/furnace oil price Is ex 1¢ state tax all prices are ex-Hawallaa 
gross Income tax of 0.75% wholesale and 3.5% retail. 
Notes: For other deliveries— 
Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
fal. except to marine trade In Alaska where 0.5¢ differential appiles to 40-399 gal; for 
than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
bp and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
7 ce h Ags than Chevron (regular) for quantity delivered at all points except Sait Lake 
Port Arthur, . ~ — Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available 
Gasoline taxes: 9¢ Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
Notes: Prices are for min. 25-gal. de- 3¢ for 200-399 gal; tank car/truck trailer, deduct 3. 
oe, Gasoline—Premium- ) tw. Diesel, furnace & stove oils—Add to 400- -gal-and-over price 5¢ for less than 40 gal. 
3.5¢ above regular, Kerosine— 1¢ for 40-199 gal, 0.5¢ for 200-399 gal, 
= apply to desler. & consumers. 


SRERSS 
ao Sauron 


19,3° 


inet 
16.8 
18.0¢ 11.0 


8 
~ 


Imperial Oil gitsarsryeaset sorters 
Kentucky Standard (eee) Cente Kerntae No. 2 Fuel 


16.05¢ 10.5 16,4 Gase- Kero- Deng = hs eeseeeemmen ee - 


ee 
emo 
aa 


Paw i — Halifax, 
16.05¢ 10.5 16,3 T.W. Taxes T.W. St. John, 
16.05¢ 10.5 16,1 Atlanta, Ga... 16.9 10.5 16.6 
ey toes _—_ Loney | Roswell 03 —.. 16.8 12.0 16.5 
es uquerque jOsw! k Mi # : 
Sante Fe, ‘Cheyenne b Cones rie i gy 17.0 11.0 16.8 
Fia.. 16.6 11.0 16.6 
rai ts asl -— or Bus ty emit Louisville, Ky. 16.7 11.0 16.8 
Hirer than 200 gal; a deduct Taxes: Birmingham gasoline’ taxes in- Calgary, MNS ccapdccc contac =o 
400 gal & over, ded oo 4 ieoreee nate Phase —— ~ bcneeen dh antate 
es not inc n prices: Georgia 1¢; Meenas, Gace ccnccecoccces 
zs Pond tw. oi 3.5¢ Mississippi 0.5¢. Taxes: Gasoline taxes are provincial taxes. 
Mete: Current net prices may differ Note: Premium-grade t.w. 5.0¢ above regular. 
ps cs price 1.7¢ gat higher, from those listed because of temporary *Subject to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance. {Subject to 2.1¢ gal 
tConsumer price 1¢ gal higher. local conditions. allowance. 


NSNSNRRNNBNSE 
Oe tet ete ee) 








ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1! TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. ae Description on Request| 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. Figures are in ¢ per gal; (i) and (d) indicate increases or de- 

in 55 representative U. S. cities on June 1, 1961, as compiled by Platt's OILGRAM Price oe as compared with May 1, 1961. Tax col. indicates only motor fuel taxes levied as 
such. 

Dealer Service Tax Service Dealer Service 

T.W. Station (Ine, 4¢ Station T.W. Station 

(ex tax) (ex tax) \, Cinel. tax) (ex tax) (ex tax) 


1-20.25 1-10.25 1-30.50 ilwaukee, Wis “12. d-16.90 


d-20.40 
Portiand, Me............... 1-14.70 17.90 11.00 28 d-22.90 
Manchester, N. H... a 19.90 11.00 i-22.90 
Burlington, Vt... . see 23.40 10.50 
Boston, Mass..... . ane ae i-19. S 9.50 
Providence, “ & noun i-18.90 11.00 
Hartford, Conn... aiibes i-19.90 10.00 
Buffalo, N.Y......... Se i-17 .60 i-10.00 


New York, N. Y. < ‘ 20.90 10.00 
Newark, N. J. thax vs i-10.00 
Philadelphia, Pa.. 
Wilmington, Del. 
Baltimore, Md.. 
Washington, D.C. 
Charleston, W. Va. 


= 
e244 
= 
“ 
~ 


eeeses seseses sesseee sesssesrie 


Station 
(incl. tax) 
633.8 


ww 
aoc 
ow 
$ss 
— 
~2ac 
Ny 
ws 
‘> 
o 


Omaha, Neb.. 
Des Moines, ia.. 
St. Louis, Mo........ ; 


eee 


tt ee 


—K—OOOCwWO COCOCOCS COLOOrKOOCe CBOrocoweo 


hoo BRBBSS 
SH SSS 


J 
wo 
ee 
> 
* 
- 
oe =o 
ie 


New Orleans, La.. 

Dallas, Tex... Rees Fs 
Houston, Ries es 
gre se 
Albuquerque, N. M... 
Denver, C 

Cheyenne, Wyo 

Great Falls, Mont... 

Boise, Idaho. 

Salt Lake City, ‘Utah 

Reno, 

Phoenix, Ariz. 

Los Angeles, Calif. 

San Francisco, Calif... 
Portland, Ore. 


8 
- 
oi 
rt 

aac. 
2S 


OQ Speers 
HB3S888 SBse 


ssssess sess 


> 
NMNYRey 

b 

wn 

_—~ 

wo 

o 


Sooo SSsous 
w 

al pe 
38s 


Sxsess sees 


Jacksonville, Fla. 
Birmingham, Ala... 
Jackson, Miss... . . 


Memphis, Tenn. 

Louisville, Ky... 

Cleveland, Ohio. . 
Cincinnati, Ohio... . 
Indianapolis, ind... ... 
Chicago, Gowns oie 
Detroit, Mich.......... 


Se2Se Seaeess BSBSB 


eesees Seseees seceses Susss: 


SeSHEEE HSSSHEE Esse! 
8888888 888s8s8s Ssss 


Spokane, Wash 


eo9 
Satenes Se 
S8$Sssss SS 


*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax, 


_ 





-) eA Lae | Take the whole family 


ORDUROY . 
“We ee . and vacations, but everywhere us economically 


a winner with more sales and profits in a 


iti ket. 
waaseabei i aecte NPN’s annual mid-May FACTBOOK issue is the 


: Low distributor prices ideal medium in which to present your whole prod- 
. Finest quality all nylon tires uct line to oil’s marketing management. The Nation- 
. Complete lifetime road hazard al Petroleum News FACTBOOK is oil marketing 

guarantee management's first information source. They keep it 
. Best companion line of tires handy the year-round; refer to it constantly. 

available Supplement the FACTBOOK’s directories of oil 
. Sold only thru independent marketing equipment and TBA sources with your 

merchants own company’s illustrated and detailed product di- 
rectory. The FACTBOOK will keep it on buyers’ 
desks the year around and bring it to their attention 
throughout the year. 


Oil Marketing's Reference Information Annual Published in Mid-May 








Write... 
A McGraw-Hill Publication 


CORDUROY RUBBER COMPANY ) 330 West 42nd Street, 


* 
GRAND RAPIDS, MICHIGAN New York 36, N. Y. 
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Gasoline Markets 





Gasoline Consumption by States, January 1961 


Tax Rate* 12 Months 


Dec. ’59— Dec. °60)—__—_—. ——————January 
1960 1958 1961 


° 
es) 
eon 
a 
S 


1960 


79,422,000 76 ,623 ,000 

4,914,000 5,124,000 
43,735,000 41,448,000 
41,249,000 39,187 ,000 
482,323,000 455,756 ,000 


52,797 ,000 49,491,000 
60,240 ,000 58,154,000 
13,841,000 14,934,000 
16,215,000 16,420,000 
163,970,000 163,469 ,000 


104,184,000 103 ,548 ,000 
18,194,000 15,548,000 
16,870,000 17,369,000 

230 ,587 ,000 222,128,000 

130,730,000 131,654 ,000 


79,681,000 85,348,000 
79,948,000 74,155,000 
67 ,034 ,000 68,369,000 
71,625,000 69,014,000 
24,017,000 23,360,000 


68,842,000 69,810,000 
109,435 ,000 63,000 
200,559 ,000 

91,577,000 

51,271,000 


128 ,124 ,000 

17,790,000 

42,304 ,000 

11,791,000 /06, 
14,338,000 14,738,000 


151,514,000 153,166,000 
30,482,000 30,148,000 
333,313,000 324,152,000 
114,476,000 110,493,000 
19,118,000 18,555,000 


258 ,036 ,000 247 ,383 ,000 
84,406 ,000 85,746,000 
52,490,000 


46,040,000 
236 ,467 ,000 242 ,393 ,000 
19,247 ,000 19,449 ,000 


56,891,000 56,341,000 
22,339,000 22,393 ,000 
105,636 ,000 92,087 ,000 
352,757 ,000 342,552,000 
28,878,000 24,252,000 


9,365,000 9,278,000 
95,405,000 99,338,000 
83 ,665 ,000 87,585,000 
35,776 ,000 31,874,000 


97,176,000 90,570,000 
9,809 ,000 9,306 ,000 


4,714,853,000 4,600,997,000 


o 
Ex 
3 

' 


1,019, 465,000 
80,094 ,000 
525,002,000 
607,656, 
6,012,664 , 000 5,944, 567,000 


722,574,000 713,268,000 
789; 932,000 767 ,386 ,000 
201, 265,000 203, 820,000 
202; 854,000 207,228,000 
1,910,515, 000 1,879,673, 000 


1,333,532,000 1,298,098, 000 
220, 256,000 179,711,000 
283, 930, = 280,622,000 
3,089 3,033,292, 000 
1828" 185,000 1,796,636, 000 


1,211, 142,000 1,191,889, 000 
1,081, 846,000 1,058,271 ,000 
918,716,000 *908;990, 000 
963,495, 000 965,440,000 
344,296,000 332, 188,000 
934,726,000 903, 189,000 
1,458, 297,000 1,425,279 ,000 
2,760,851, 000 2,671,602,000 
1,382, 478,000 1,327,958, 000 
668, 287 ,000 663, 132,000 


1,749,847 ,000 1,733,395, 000 
315,555,000 306,670,000 
628,698,000 618,257,000 

150,681,000 
209, 413,000 202, 860 , 000 


2,007 ,697 ,000 
"432,381,000 
4,113,865, 000 
1,461, 799,000 
305,739, 000 


* 


California 
Colorado... 
Se. 

District of Columbia 
Florida 


Georgia 
Hawaii 


AMMO gMow~s~s 


& 


CW WROW WRN COMWO SOR aOe NUKNO OWWNHW WOOK BRONN eMmeNMr on son 
_ 


HEIFL PELE HELE +4414 


& 
1i+t+! 


Missouri... 
Montana. . 
Nebrask: 
Nevada. . 


1++++ 


ANON NONOW SUM Vass Aang 
Lad 


3,251,821,000 


& 


Oregon. 
Pennsylvania 
Rhode Island. . 


bitit ++4++! 


*248, 820,000 


742,314,000 730,811,000 
355,912,000 347,599,000 
1,221, 154,000 1, 187,719,000 
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135,905,000 131,335,000 
1,327,312,000 1,322,323,000 
1, 195,821,000 1,142,384, 000 

*512,055,000 527,514,000 


Wisconsin 1,372,974, 000 1,324, 223,000 
Wyoming 84,769,000 178,984,000 
Total 50 States and District of Columbia............... eww  62,779,402,000  61,596,548,000 


*State tax rate. In addition there is the Federal Tax of 4¢ gal. 
tPercent changes are on a daily average basis, 
Source: American Petroleum Institute, 
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Coming Meetings 





JULY 


Towa Independent Oil Jobbers Assn., oil- 
heat conference and trade show, Fort Des 
Moines Hotel, Des Moines, July 11-12. 


Alabama LP-Gas Assn., annual meeting, 
Jefferson Davis Hotel, Montgomery, July 
23-25. 


Kentucky LP-Gas Assn., annual meeting 
and trade show, The Kentucky Hotel, Louis- 
ville, July 23-25. 


National of Petrolenm Retailers, 
15th annual session and trade show, Cosmo- 
politan Hotel, Denver, July 23-28. 


AUGUST 


New Mexico LP-Gas Assn., annual meet- 
ing, Western Skies Hotel, Albuquerque, Aug. 
6-8. 


Idaho LP-Gas Assn., Nevada LP-Gas Assn., 
and Utah LP-Gas Assn., annual meeting 
and trade show, Newhouse Hotel, Salt Lake 
City, Aug. 20-22. 


Florida LP-Gas Assn. annual meeting, 
Hotel Robert Meyer, Jacksonville, Aug. 24- 
26. 


SEPTEMBER 


Michigan Petroleum Assn., Grand Hotel, 
Mackinac Island, Sept. 8-9. 


Oil-Heat Institute of New England and 
New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


Missouri Petroleum Assn., annual fall 
frolic, Columbia Country Club, Columbia, 
Sept. 11. 


North Carolina LP-Gas Assn., annual meet- 
ing, Sir Walter Hotel, Raleigh, Sept. 12-13. 


API Division of Marketing, lubrication 
committee meeting, Traymore Hotel, Atlantic 
City, Sept. 13. 


National Petroleum Refiners Assn., 59th an- 
nual meeting, Traymore Hotel, Atlantic City, 
Sept. 13-15. 


Georgia Oil Jobbers Assn., Hotel Atlanta 
Biltmore, Atlanta, Sept. 15-16. 


Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual meet- 
ing, Admiral Semms Hotel, Mobile, Sept. 17- 
19. 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 


Florida Petroleum Marketers Assn. semi- 
annual meeting, Diplomat Hotel, Hollywood- 
by-the-Sea, Sept. 20-22. 

Ohio Petroleum Marketers Assn., fall con- 
ference and golf tournament, Commodore 


Perry Hotel and Valleywood Country Club, 
Toledo, Sept. 20-21. 


Western Petroleum Refiners Assn., Rocky 
Mountain regional technical-industrial re- 
lations meeting, Henning Hotel, Casper, 
Wyo., Sept. 20-21. 
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Intermountain Oil Marketers Assn., semi- 
annual meeting, Sun Valley, Idaho, Sept. 
21-22 (hotel unknown at publication). 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Al- 
buquerque, Sept. 24. 


New Mexico Petroleum Industries Commit- 
tee, annual convention, Western Skies Hotel, 
Albuquerque, Sept. 24-26. 


Empire State Petroleum Assn., semiannual 
fall meeting, Sagamore Hotel, Bolton’s Land- 
ing, N.Y., Sept. 24-26. 


Independent Oil Compounders Assn., Willa 
Moderne Motor Hotel, Highland Park, IIl., 
Sept. 24-26. 


Independent Oil Marketers of Indiana, 37th 
annual meeting and trade show, Hotel Sev- 
erin, Indianapolis, Sept. 24-26. 


Colorado Petroleum Marketers Assn., an- 
nual convention, Broadmoor Hotel, Colorado 
Springs, Sept. 28-Oct. 1. 


OCTOBER 


> API Division of Marketing, operations and 
engineering committee meeting, Dearborn 
Inn, Detroit, Oct. 2-4. 


API Division of Marketing, marketing re- 
search committee meeting, Royal Orleans 
Hotel, New Orleans, Oct. 9-11. 


West Virginia Petroleum Assn., annual meet- 
ing, Daniel Boone Hotel, Charleston, Oct. 
11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D. C., Oct. 15-17. 


American Petroleum Credit Assn., 37th an- 
nual meeting, Shamrock Hilton Hotel, Hous- 
ton, Oct. 15-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, lubrication conference, Hotel Morri- 
son, Chicago, Oct. 17-19. 

Packaging Institute, 23rd annual national 
packaging forum, Biltmore Hotel, New York 
City, Oct. 18-20. 

South Dakota Independent Oil Men’s Assn., 


annual meeting, Charles Gureney Hotel, 
Yankton, Oct. 18-19. 


Tennessee Oil Men’s Assn. annual meet- 
ing, Andrew Jackson Hotel, Nashville, Oct. 
21-24. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Oct. 
22-25. 


Nebraska Petroleum Marketers, annual meet- 
ing, Sheraton-Fontenelle Hotel, Omaha, Oct. 
24-25. 


Association of American Battery Manu- 
facturers, The Palmer House Hotel, Chicago, 
Oct. 25-27. 


Independent Petroleum Assn. of 
Shamrock Hotel, Houston, Oct. 29-31. 
National Lubricating Grease Institute, 29th 


annual meeting, Rice Hotel, Houston, Oct. 
29-Nov. 1. 


NOVEMBER 


Petroleum Packaging Committee, Packag- 
ing Institute, Fort Shelby Hotel, Detroit, 
Nov. 6-7. 


Society of Automotive Engineers, national 


fuels and lubricants meeting, Shamrock 
Hotel, Houston, Nov. 9-10. 


National Oil Jobbers Council, Hotel Morri- 
son, Chicago, Nov. 9-12. 


>American Petroleum Institute, 41st annual 
meeting, Conrad Hilton Hotel, Chicago, 
Nov. 13-15. 


Society of Independent Gasoline Marketers 
of America, annual meeting, Pick-Congress 
Hotel, Chicago, Nov. 12-14. 


American Society of Mechanical Engineers, 

annual winter meeting, Statler Hilton Hotel, 

New York City, Nov. 26-Dec. 1 
DECEMBER 

©Oil Industry TBA Group, international 

section, Chase-Park Plaza Hotels, St. Louis, 

Dec. 3-5. 


©The Asphalt Institute, Hotel Shoreham, 
Washington, D. C., Dec. 4-7. 


First Listing 





Empire State Petroleum Assn., Syracuse 
University, Minnowbrook, Adirondacks, 
N. Y., July 17-20. 


Illinois Petroleum Marketers Assn., 
University of Illinois, Robert Allerton 
Park, Monticello, Sept. 10-13. 


National Tank Trock Carriers, tank 
truck school, Purdue University, La- 
fayette, Ind., Sept. 18-21. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, Oct. 
5-7. 





MANAGEMENT INSTITUTES 


Pennsylvania Petroleum Assn., Phila- 
delphia, Oct. 15-17 (place unknown at 
publication). 


Georgia Oil Jobbers Assn., Center 
for Continuing Education, University 
of Georgia, Athens, Oct. 18-20. 


Florida Petroleum Marketers Assn., 
Langford Hotel, Winter Park, Oct. 
23-26. 


Seminar in Retailing for Petroleum 
Executives, fall session, NYU School 
of Retailing, New York City, Oct. 23- 
Nov. 3. 
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Maintain maximum throughput 
with Texaco Rust Inhibitor 


Texaco Rust Inhibitor keeps pipelines completely 
free of rust and scale. One injection point protects 
1,200 miles of line. 


Actual in-service tests prove that even after three years 
of continuous use, pipelines protected by Texaco Rust 
Inhibitor showed absolutely no signs of corrosion. Only 
one injection point was needed to protect up to 1,200 
miles of line. 


Will not react with metals. Texaco Rust Inhibitor 
plates out in an invisible film that protects all metal sur- 
faces through which the inhibited product passes. Oil- 
soluble and polar by nature, Texaco Rust Inhibitor does 
not react chemically with metals. Neither will it adversely 
affect the performance of fuels, anti-oxidants, scavengers, 
inhibitors, dyes, and TEL used in petroleum products. 


Protects refinery tankage and tankers. Texaco Rust 
Inhibitor works equally well in protecting refinery tank- 
age and tankers against corrosion. Addition of Inhibitor 
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into refinery blending tankage protects both tankage and 
line. Flotation method of application is recommended 
for tankers. 


For specifications and details on application, write for 
Technical Bulletin 1-CW-P-20. 


Texaco Inc., Petrochemical Sales Division, 135 East 42nd 
Street, New York 17, N. Y. or 332 South Michigan Ave., 
Chicago 4, III. 


Tune In: Texaco Huntley-Brinkley Report, Mon. Through Fri.-NBC-TV 


TEXACO 


PETROCHEMICALS 


AQUA AMMONIA, ANHYDROUS AMMONIA, NITROGEN SOLUTIONS, 
DIISOBUTYLENE, CUMENE, ODORLESS MINERAL SPIRITS, NAPH- 
THENIC ACID, PROPYLENE TETRAMER AND RUST INHIBITORS. 
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WIN A *100 FREE 
MERCHANDISE CERTIFICATE 


P" AUTOLITE BATTERY 
ie aie 





RGEC Ve Faas “HAND YOU CAN REAP A 
eemrercer rrr rrr r7 yy /COLDEN HARVEST OF 
SSF TRIO BIG-MONEY MERCHAN- 

DISE CERTIFICATES! 
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Here’s all you have to do to enter. Get your official entry blanks from 


any Autolite supplier. Absolutely nothing to buy or try. Complete jingle 
printed on the tag, sign your name, and drop 


your tag in the mail box. That’s all there is to it. 
GEREETETETTRTTETET TOUR OUUUEEAEEAESUUELUGOSUGSUUALOOSSSESESEUUGUSEEUELINOLESUSEEUEEOIUSUEULLEDEESEUUUUUEEEESUNENE 





You can enter as often as you like—once 
for each jingle tag you complete and mail 
in. There’s nothing in the rules to prevent 
you from winning twenty $100 Merchandise 
Certificates . . . if you send in twenty tags! 
It’s truly a golden opportunity! 


To show you how easy it is to win, the 
Official Golden Harvest Jingle is printed 


below, with a suggested last line. Simply 
substitute your own last line for the one 
shown, making sure that your line rhymes 
properly in the jingleand that it makes sense. 
Big profits are brought into sight 

By the batt’ry that’s loaded with might 
Now each one that’s sold 


Lines my pockets with gold 
IT’S A SURE-STARTING NEW AUTOLITE. 








FI II III III IIIA IIIA AAAI AAA AAA AAA AAAI AIA AI AAI IOI 


MERCHANDISE CERTIFICATES 
REDEEMABLE AT DEALER COST 
Golden Harvest Merchandise 
Certificates are redeemable 
by your Autolite supplier at 
dealer cost rather than at 
retail. That makes every 
Certificate worth approxi- 
mately $150. And each Cer- 
tificate is good for merchan- 
dise of your choice to do with 
as you will—products of 
any type, any make your 
Autolite supplier handles. 
July, 1961 
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CONTEST STARTS AUGUST 1 
THROUGH NOVEMBER 30 


The timing for this contest couldn’t be 
better. The top-notch months for battery 
sales are just ahead. Summer months are 
natural for selling batteries to customers 
planning vacation trips. September and 
October are ideal months to launch your 
pre-winter selling push. Your Autolite sup- 
plier is stocked to handle your battery 
orders right now. So enter the contest 
today. Send in your last line to the Golden 
Harvest Jingle and get a good start on win- 
ning several $100 Merchandise Certificates. 


> AUTOLITE. 


Pas 
‘ 
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Marketing vice president Jordan (left) is being succeeded by P. C. Thomas (center). J. H. Hall succeeds Thomas 


Doc Jordan Retires from Shell 


After 36 years with Shell, J. G. (Doc) Jordan is stepping down. 


Succeeding him will be P. C. Thomas, midwest marketing VP 


SHELL OIL has a new marketing vice president. 
J. G. (Doc) Jordan has been succeeded by Purdom 
C. Thomas, vice president in charge of Shell’s mid- 
west marketing divisions. Jordan, a 36-year man 
with Shell, is retiring a year earlier than he has to 
under the company’s mandatory “retire at 60” plan, 
but he'll stay on until the end of the year as mar- 
keting consultant. Jack H. Hall, general manager of 
head-office marketing, succeeds Thomas in Chicago. 


J. G. (DOC) JORDAN wili probably find it hard to 
slow down after he retires from Shell at the end of 
this year. All his life he’s been a man of action, thriv- 
ing on hard work and tough decisions. 

Doc (who got his nickname because his father was 
a country doctor back in Stella, Okla.) almost became 
a “pro” baseball player after his graduation from the 
University of Missouri in 1925. Instead he went to 
work in Shell’s St. Louis office as a clerk in the dis- 
tributing department. What the Cardinals lost, Shell 
gained. 

From a clerkship, Doc worked his way through as- 
signments as division auditor and service-station su- 
pervisor in Decatur, Ill. By 1930 he was manager of 
real estate and development back in St. Louis. He 
went to Cleveland in 1932, and became division man- 
ager there in a short while. Then it was West again 
in 1943; this time to San Francisco as retail sales 
manager. Two years later he became sales manager, 
and in 1947, West Coast marketing vice president. He 
turned East again in 1949; this time to assume the 
nationwide marketing vice-presidency for Shell. 

Well-known and liked in the industry, Doc is rec- 
ognized as being one of the fastest-thinking, surest- 
footed executives in the petroleum field. He’s been 
chairman of the API’s division of marketing and a 
member of its board of directors. A persuasive talker, 
Doc has always been in demand to speak before vari- 
ous jobber groups. 

Married to the former Opal Zimmerman, the Jor- 
dans have two children, Joann and James Jr. 


PURDOM C. THOMAS started his sales career in 
high school by working in the evenings for his brother, 
a director of sales for a large rubber company. The 
54-year-old marketer learned his sales technique well, 
for he’s considered an aggressive salesman who acts 
with vigor and decision. A man who believes the best 
defense is a strong attack, he’s been known to set off 
fireworks at sales meetings to keep his marketing men 
on their toes. 

His career with Shell began in 1932 after his grad- 
uation from St. Louis University and a six-year stint 
with a service-station equipment company. He work- 
ed his way from salesman in a regional office to assist- 
ant to the wholesale sales manager in the head office 
in just 10 months. In 1935 he became Houston dis- 
trict manager, a year later St. Louis sales manager, 
and division manager there in 1940. He later served 
as manager of the Los Angeles division, general sales 
manager first on the West Coast and next in the East, 
and finally in the Midwest before his election as Mid- 
west marketing vice president. 


JACK HALL joined Shell in 1932 as an electrical 
engineer in the pipeline department, gravitated to- 
ward marketing by becoming a marketing engineer, 
and finally switched entirely to oil marketing by be- 
coming manager of Shell’s Cleveland division. 

The engineer-turned-marketer has used his knowl- 
edge of the slide rule to good advantage in all his 
marketing positions. As Cleveland manager, he was 
the driving force behind Shell’s big program of 
service-station construction and modernization in that 
area. He was able to visualize stations not only 
from the design point of view, but from the mer- 
chandising angle. 

Hall, who is 53, is quiet, serious, and businesslike 
without being stuffy. His staff members respect him, 
and know he always has good reasons when he asks 
for detailed breakdowns of sales figures and costs. 

Like Thomas, he’s a native of St. Louis. He’s mar- 
ried to the former Virginia Gibson and has one 
daughter. 
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DUAL HYDRAULIC 
PUMPING SYSTEM 


Includes two product pumps, two 
reels, two meters and two 114” 
hoses (100 ft. and 50 ft. lengths). 
Product pumps, powered hydraul- 
ically from truck transmission, 
unload any compartment through 
either hose. Hose reels are driven 
by same power source. Hydraulic 
power assures quiet, trouble-free 
operation. 


We 
COLUMBIAN MopEL \ , © 


/} 
S 1500-GAL. TANK " aes ’ BILL MOLES - ST.JOSEPH, MO. 


has extra-large rear cabinet, e 4 

and five compartments (450- HAMM Ao 
350 - 250 - 250 - 200), each with ‘AL pIAgIT 
manhole. This model is de- gf! . 
signed for shorter wheel base 


ihn! manewverase farm =-COULNT BE GAGOLINE. ‘AMAABLE 
yard or residential deliveries. FLAMMADLL 


J 


Double Efficiency, Double Safety in New Model S Tank with 


DUAL HYDRAULIC PUMPING SYSTEM 


MASTER-CRAFTED BY 


COINS 


DOUBLY EFFICIENT One truck does the work of two. One-stop farm deliveries 
of both gasoline and diesel fuel or fuel oil. 


DOUBLY SAFE There is no electrical equipment in rear cabinet to cause 
explosion or fire through dangerous sparks. Dual system also eliminates any 
possibility of product contamination. 


QUIETER Silent smoothness of hydraulic system replaces mechanical chatter. 


- Seeyoor Columbian Distributor now... Let him give you specifications for size, weight and power 


needed in truck chassis for this tank unit. This Model S is in 
stock at factory in Kansas City for immediate delivery. 


Columbian builds truck tanks of steel, stainless and aluminum, 
both local delivery and over-the-road transports and semis— 
in both oval and round designs to your specifications. Write 
direct or ask your distributor for free catalog TT-158. 


COLUMBIAN STEEL TANK COMPANY 


P. O. Box 4048-1 Kansas City, Mo. 
JE We Custom-Fabricate Steel 
4, 


Wis Fonte 
we J STEEL; Master-Crafted by Columbian... First for Lasting Strength 











Hour 
Salesmen 


Capitalize on America’s 
interest in Temperature 
with OHIO advertising 
Thermometers! 
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Hundreds of advertisers 
are using the tremendous 
sales-power of Ohio Ther- 
mometers. Here is a com- 
plete line of standard and 
custom models: tube and 
dial... 4” to 39”. . . wall, 
desk and window types... 
for inside and outside. 
You'll see an Ohio Ther- 
mometer somewhere today. 
Let it remind you to send 
for your catalog. 


OHIO advertising 
THERMOMETERS 


The Ohio Thermometer Company 


7 Walnut Street 
Springfield, Ohio 
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Jobber Lokey (left) and consignee Austin will preside over TOJA, PMA this year 


Texas Group Elects Officers 


“JOBBERS’ PROBLEMS are terrific 


| all over, but they are particularly 


severe in Texas,” says Texas Oil Job- 
bers Assn. (TOJA) president, Ted 


| Lokey of Amarillo. 


Normal headaches for the Texas 


| jobber are price wars and competi- 


tion on the open market. One Texas 
problem that Lokey will give con- 


| siderable attention is legislation for 
| a petroleum lien law. He wants “to 


see the jobbers get protection on ac- 
counts that are sold to farm and re- 
lated interests.” 

Although the TOJA president’s in- 
terest in oil dates from the time he 
grew up in Farmersville, Tex., where 
his father was an oil-company con- 
signee, Lokey’s first venture into the 
business came in 1927. In that year, 
he moved to Amarillo and went into 
the service station and tire business. 

Lokey became a Shamrock jobber 
in 1939. “My first month’s volume 
was 40,000 gal.” he says, “but growth 
since then has been very substantial.” 

As a Shamrock jobber, Lokey now 
operates 28 stations in the Amarillo 
area. He plans to open six more in 
the next 12 months. 

In business with Lokey are his two 
sons, Ted Jr., who is secretary-treas- 


| urer of the Ted Lokey Tire Co. Inc., 
| and George, who is partner and man- 


ager of Ted Lokey Oil Co. 

Lokey is a member of the chamber 
of Commerce, Rotary and Kiwanis 
Clubs, Amarillo Country Club, and 
the Palo Duro Club. He hunts, fishes, 
and plays an occasional game of gin 
rummy. 

A TOJA member for more years 
than he can remember, Lokey has 
held nearly all offices. He says: “I 
think they felt they had to give me 
the presidency. I’d been around so 
long they didn’t know how to get out 
of it.” 


CLYDE DAVID AUSTIN, president 
of the Petroleum Marketers Assn. 
(PMA) of Texas, can be expected to 
battle any trend toward elimination 
of commission wholesalers in oil mar- 
keting. He has been an agent most 
of his life and has always struggled 
for recognition of this segment. 

A Gulf agent in Kenedy, Tex., Aus- 
tin was among the founders of PMA 
several years ago. He saw the group 
grow to become one of the largest in 
the Southwest and accomplish such 
things as a relatively successful cam- 
paign against the Labor Dept.’s wage 
and hour law. 

But this and other battles caused 
PMA to overextend itself financially, 
and it dwindled into a small but dedi- 
cated group. About two years ago it 
became affiliated with the Texas Oil 
Jobbers Assn. (TOJA). While he per- 
sonally wasn’t too keen on this affilia- 
tion, Austin put his support behind 
it to make it work out. 

The new PMA president’s oil ca- 
reer began over 30 years ago. He was 
a Gulf service-station operator, then 
a truck driver, before he became a 
Gulf wholesale distributor in Kenedy 
in 1937. 

Always active in civic affairs, Austin 
is no novice at heading up a slate of 
officers. He has been president of the 
Kenedy Rotary Club and the Kenedy 
chamber of commerce. He’s also serv- 
ed terms as city commissioner and 
director of the Kenedy housing as- 
sociation. He’s a 32nd degree Scot- 
tish Rite Mason and an active mem- 
ber of the Odd Fellow Lodge. 

Being active in community affairs 
is a likely avocation for a man who 
lists “people” as his hobby. Of his 
feeling for people, Austin says, “I de- 
light in having guests in my home, 
visiting others, and being of aid to 
anyone who needs a friend.” 
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DOUBLE 
GUARANTEED 


Ko) bie. your 
é TBA sales RONG 


jump to attention! 


Here’s another timely selling tool—a written double guarantee—to help you 
tap greater tire sales and profits with the complete General TBA line. And 
in addition to top-quality merchandise, General offers you full advertising 
and marketing support, a sales training plan second to none plus warehouse 
facilities as near as your telephone. Make today your day of decision! Go 
General Tire and remember... if it’s good for business, General has it! 


Write to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. 


AKRON, OHIO 
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Bohmer Smith 


Mallonee Williams 


Humble Reorganizes Houston Marketing Office 


As part of Humble Oil & Refining’s 
continued reorganization, nine staff ap- 
pointments have been made in the com- 
pany’s Houston marketing department. 

Marketing vice president D. W. Ram- 
sey Jr. said the new marketing depart- 
ment will provide certain services requir- 
ed by all Humble’s regional marketing 
organizations and will coordinate such 
companywide aspects as consumer rela- 
tions, sales problems, prices, and operat- 
ing techniques. 

Charles W. Bohmer Jr. assumes the 
post of headquarters staff coordinator. 
Bohmer, who transferred last year from 
Esso Standard in New York to Houston 
as assistant to the director of marketing, 
has been with Esso and the Humble or- 
ganization for 31 years. 

Edwin R. Smith, a veteran of 32 years 
with Esso, Oklahoma-Pate, and Humble 
has been put in charge of marketing ac- 
quisitions. He was most recently assistant 
to marketing vice president Ramsey. 

Arthur A. Draeger, former manager of 
economics and marketing research for 
Esso Standard, assumes the same posi- 
tion at Humble headquarters. 


FOR YOUR PUMPS 


LOW PRESSURE DROP 
Disc swings out of flow passage, giv- 
ing gasoline a “straight shot” through 
the vaive. Pressure drop for any OPW 
16 Series Valve is less than 1 foot 
vertical head of gasoline! 


TIGHT SHUT-OFF 
A compensator ring distributes pres- 
sure evenly on the disc ... auto- 
matically aligns disc to perfect seal 
with seat to hold prime. 


EASY SERVICING 
Just remove two screws, turn cap 
90° and gasoline above valve auto- 
matically drains. Pull cap out and 
valve can be quickly cleaned or 
serviced. 


Need more details? Write for free 
Bulletin NP-16. 


Robert M. Gray takes over as manager 
of advertising and sales promotion in the 
new marketing department. He previous- 
ly held the same position with Esso 
Standard. 

C. D. Hill, with Esso from 1927 to 
1958, assumes the position of manager of 
operations and engineering. Since 1958 
he’s served with the Carter region, and 
most recently was regional marketing 
manager for Humble’s central region. 

Frank J. Hutchings becomes credit co- 
ordinator at Humble’s marketing head- 
quarters. He has been serving as manager 
of credit coordination for Esso since 
1951. 

Guy V. Mallonee, former manager of 
Esso Standard’s New Jersey area, moves 
up to become manager of retail market- 
ing development in the Humble market- 
ing department. Mallonee was with Esso 
for 26 years. 

Aden P. Williams also moves from the 
Esso Standard region to become manager 
of fuel-oil sales for Humble. He is a for- 
mer vice president of Penola Oil Co., 
Humble subsidiary, and was most recent- 
ly manager of Esso’s New England area. 


George H. Shipley, former general of- 
fice and consumer-sales manager in Hum- 
ble’s southwest region, moves up to the 
position of manager of industrial and 
specialties sales. 

. 

Changes in the southeast region and 
New Orleans area of Humble have also 
taken place. 

In the southeast, five new men have 
been named to the regional marketing 
department. They are: T. F. Smith, serv- 
ice-station and reseller sales coordinator; 
D. M. Savage, manager of marketing re- 
search, economics, and planning; C. B. 
Newland, operations coordinator; E. T. 
Barrett, advertising, merchandising, and 
sales promotion coordinator; and J. B. 
St. Pierre, product sales service manager. 

In the newly reorganized New Orleans 
area of Humble, nine appointments have 
been made. P. V. Rome, manager of the 
former Louisiana sales area, becomes 
New Orleans marketing manager. Assist- 
ing him will be: H. D. Monroe, assistant 
manager; E. A. Barielle, operations man- 
ager; J. May Jr., credit manager; C. C. 
Shaw, merchandising manager; R. F. 


Choice of union, 
Dresser, or female 
threaded end. 


Easily removable 


Opw = 


16 SERIES 


VERTICAL omnia 


flow area. 


CHECK 
VALVES 


PATENT PENDING 


DOVER CORPORATION 


Compensator 
ring assures 
tight shut-off. 


Choice of com- 
\ position or 
bronze disc. 


y 


DIVISION 


2735 COLERAIN AVENUE + CINCINNAT! 25. OF10 + KIRBY 17-8400 +¢ TWX Ci-415 


VALVES, COUPLINGS. SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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LINCOLN Quick-Check 
TESTS EFFICIENCY 


IN ONLY 2 MINUTES 


Shows if tune-up alone 
can correct engine operation 


Compression tests for cylinder efficiency can take as 
long as an hour by the time you take all the plugs out, 
hold the compression gauge on the cylinder, crank the 
engine, and record the readings. 


With Lincoln Quick-Check, you don’t need lengthy 
compression tests... you can check all cylinders with- 
out removing plugs! And the test is fast and much more 
conclusive than a compression test. This is a dynamic 
cylinder test on a running engine—a new concept made 
to order for those who want speed and accuracy in 
tune-up work. Here’s how the test works: 


la 


























a 
No change... or very slight 
change in rpm means cylin- 
der is not functioning prop- 
erly. 


Start the engine, adjust the carburetor to get a good 
fuel mixture, and set idle speed on the DWELL-TACH 
near the manufacturer’s recommendations. 





When spark plug wire is re- 
moved, needle falls .off if 
cylinder is normal, 


For the test, you just lift the wires from the plugs one 
at a time and check the fall-off in rpm on the Quick- 


Check DWELL-TACH dial. You can read small differ- . 


ences between cylinders easily, because the expanded 
250-650 rpm scale is 214 times more sensitive than 
other instruments. When one plug shows no fall-off it 
means trouble! 


g P " P oF , See “ Rm w 
a & eS bh ae ‘a €3 3 ie = “a 
ENGINEERING COMPANY 


DIVISION OF THE McNEIL MACHINE & ENGINEERING co. é 
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The Quick-Check IGNITION TESTER will quickly 
show if faulty spark plug wiring is causing the cylinder 
failure. If this wire shows okay, replace the plug with a 
known good plug. If no fall-off then occurs, the trouble 
is definitely mechanical—worn rings or burned valves. 
Now you know that tune-up alone will not restore 
engine efficiency. You won’t have a dissatisfied cus- 
tomer because your tune-up didn’t help the car. 


Versatile Quick-Check instruments give you a lightning- 
fast, accurate method of checking other engine con- 
ditions, too: 


Points condition and spacing 

Coil, distributer cap and rotor (ignition output) 
Distributor wires (secondary current) 
Carburetor (idle speed and mixture adjustment) 
Spark plugs (ignition reserve) 


Quick-Check is the easiest of all systems to learn. 
Results show as good and bad readings on color-coded 
dials . . . no need for calculations. And Quick-Check in- 
struments are priced. within the reach of any dealer’s 
operating budget—far beneath any other complete set 
of analyzing instruments. 


INSTRUCTION MANUAL 


With each set of Lincoln Quick- 
Check Instruments, you get an 
easy-to-follow illustrated in- 
struction manual that shows 
you how to spot engine troubles 
quickly. With this material you 
and your helpers can all be 
Quick-Check specialists without 
formal training courses. 


SEND COUPON FOR INFORMATION AND PRICES 


| 
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LINCOLN ENGINEERING COMPANY 
4010 Goodfellow Bivd., Dept. NPN-6. St. Louis 20, Mo. 


[] Please send me your new Quick-Check brochure. 


Name 





Company 
Address 








Zone State 
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Broussard, marketing assistant; U. C. 
Wilkinson, consumer sales manager; J. V. 
Leitch, reseller, aviation, and LPG sales 
manager; and J. T. Gallagher, acting ac- 
counting manager. 

New marketing district managers in 
Louisiana are: T. B. Miller, Shreveport; 
W. A. Nichols, Baton Rouge; and J. A. 
Lightfoot, New Orleans. E. A. Simmons 
becomes assistant district manager at New 
Orleans. . 

oa 
Two marketing changes in Humble’s 


central region and Chicago area have 
also been made. Ralph R. McCoy moves 
from the managership of the Chicago 
area to Tulsa as marketing manager of 
the 20-state central region. Sam E. Charl- 
ton takes over for him in Chicago. He 
was formerly assistant marketing man- 
ager in Chicago. 
4 

In Humble’s public-relations depart- 
ment in Houston, Edward Littlejohn has 
been appointed manager of the depart- 
ment. George A. Lloyd, Walter G. Beach, 








@ INCREASED Sales 
@ x 
@® saves 37 nr 





MINI-BUILDING ISLAND MARKETER 
Your Colors 12 STANDARD MODELS Various sizes 


Lighting, Heating, Cash Drawer, Shelving, etc. Optional 


Operator J. MIRON, above, reports: 


PAYS ITS COST IN TIME SAVED 
ALL OTHER BENEFITS ARE FREE! 


MODENCO 


PLATTSBURGH, New York 
4975 de Sorel Street, Montreal 9 





at thic Iceland 











Jay H. Rose, and Jack P, Shannon were 
also named to head four sections of the 
newly organized department. A. B. Penny 
was named public-relations adviser. 





NEWS NOTES 


- Irvin A. Shiner 

| of The Connecti- 

cut Refining Co., 

heating-oil jobber- 

ship in West 

Haven, is the new 

president of Con- 

necticut Petroleum 

Assn. He succeeds 

Bill Wesson, Wes- 

son Oil Co., Water- 

bury. Benjamin 

Shiner Goldfarb of Mer- 

cury Oil Co., Tidewater jobbership in 
Hartford, was named vice president. 

Other officers are Abraham N. Alder- 

man, Elm City Filling Stations, New 

Haven, secretary; and James L. Mc- 

Intye Jr., Laurel Oil Co., Hartford, trea- 

surer. 


The Louisiana Oil Marketers Assn. 
elected Fred A. Palmer Jr. of Gonzales 
as its president, succeeding W. McKerall 
O’Niell Jr. of Franklin, who becomes a 
director at large. 

Other new officers are: Edmond J. 
Sullivan, Alexandria, first vice president; 
Hulin Robert, Hammond, second vice 
president; W. Scott Culley, Westwego, 
secretary; and James D. Mays, Winns- 
boro, treasurer. 

New LOMA directors are: Wayne 
Salathe, New Orleans; Rufus Naquin, 
Raceland; Charles L. Wurster, Jones- 
ville; James W. Richert, Jennings; and 
Jesse Boyd Jr., Glenmora. 


FIFTY-YEAR oil marketer Emile E. 
Soubry (right) was presented a watch 
and 50-year service emblem by M. J. 
Rathbone, president of Standard of 
New Jersey, at recent ceremonies. 
Soubry, an executive vice president 
and director of Jersey, began his oil- 
marketing career with a Jersey affiliate 
in London, and has since traveled 
throughout the world for the company 
on marketing assignments. 
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THE HEART OF ANY DISTRIBUTOR’S PROFIT... 


LIES WITH THE PUMP HE CHOOSES 


Lyden Oil sells 20,000,000 gallons per year— 
MARLOWS PUMP IT ALL! 


Lyden Oil Company, owned by W. G. Lyden 
and his son, serves Youngstown, Ohio and a 
30-mile radius with Amoco gasoline and #2 
fuel oil. To speed up gravity flow from their 
plant’s 100,000 gallon above ground storage 
tanks and to strip transports, Lyden uses four 
Marlow, 32 HELP-9, Self-Priming Pumps. Dur- 
in four years of service, these self-primers have 
handled 80,000,000 gallons of petroleum prod- 


Marlow Pumps 

are available in 
Canada through 
Pumps & Softeners 
Limited. 


ucts day-in, day-out without skipping a beat. 


If you have a petroleum handling problem 
that calls for steady, dependable pumping, look 
to Marlow for the solution. Marlow builds the 
most*complete line of pumps available any- 
where for petroleum service. Write today for a 
copy of Bulletin PM-06 and the name of your 
nearest Marlow dealer. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 


® MIDLAND PARK, NEW JERSEY Morton Grove, Illinois * Longview, Texas 
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Everett Elliott, treasurer of Charles L. 
Elliott Co., heating-oil jobbership in 
Danvers, Mass., is the first board chair- 
man of National Oil Fuel Institute. 
Elliott, former national chairman of the 
distribution division of Oil-Heat Institute, 
will serve as NOFI chairman until an- 
nual NOFI meeting, scheduled for Octo- 
ber. 

* 


D. J. Brooker, vice president of Aero 
Teol Works Ltd., has been renamed 
president of Oil Heating Assn. of Can- 
ada. In addition, Brooker was re-elected 
chairman of OHA’s equipment-maker 
division. 

Other OHA officers are Andre Cor- 
neille, Jos. Elie Co. Ltd., Montreal, and 
D. R. McEwen, C. W. McEwen Ltd., 
Port Arthur, vice presidents; and F. W. 
Birch, Elias Rogers Co. Ltd., secretary- 
treasurer. & 

. AIRES . 

Richard M. Knox, president of Knox DEALERS from Standard of Indiana’s Detroit area were recently honored with 
Industries Corp. and Knox Hi-Octane an outstanding citizenship award presented by the American Heritage Foundation 
Corp., has been appointed manager of for “top performance in the 1960 nationwide ‘Get Out the Vote’ campaign. 
private-brand service stations for Kerr- Accepting the award from Mary Beck, president of the Detroit Common Council, 
McGee Oil Industries Inc. He will retain are (left to right) E. M. Riemcke, Detroit district manager; F. R. Burd, Detroit 
his positions with the other two corpora- dealer and chairman of the company’s dealers’ advisory council; Steve Theis, 
tions. Detroit dealer; and M. I. Hector, Detroit regional manager. 

e 

The Texas Oil Jobbers Assn. and the 
Petroleum Marketers Assn. of Texas met 
recently and elected officers. Ted H. c ; : 
Lokey, Amarillo, succeeds L. K. Long Harrell, Kingsville, and W. J. Newell, Kowalski, Laredo, vice president, and 
as president of TOJA; Clyde Austin, Alpine, vice presidents and A. N. Rusche, Sammy J. Allen, Houston, secretary- 
Kenedy, assumes the presidency of PMA. Houston, secretary-treasurer. treasurer. (For profiles on TOJA’s and 

Other TOJA officers elected are: T. A. PMA officers for this year are: Louis PMA’s new presidents, see page 184). 





FAMOUS 
FACES 
ATTRACT 
NEW 
CUSTOMERS 


3 7" ¥. Thanks to American Oil 


Company for the leading role 


given to us in your mammoth 


tg sign change-over program. Pte) 
aie 
pleasti-lime inc. 


Knoxville Tennessee 


OUTDOOR ILLUMINATED PLASTIC SIGNS @® PLANNING © DESIGN ® MANUFACTURING ¢ INSTALLATION 
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NYLON tires are stronger around the cash register. (00! 


A nylon tire sale being rung up on the cash register 
has a nice healthy sound to it. The profit from the sale 
is healthy, too. Because, level for level, nylon tires retail 
for more, and your profit margin is bigger. And nylons are 
the easiest tires to sell. Buyers don’t have to be urged 
to spend a little more for them because they are already 
convinced of the superior strength and safety that come 
with nylons. The proof of this: Each year since introduc- 
tion more and more people have purchased nylon cord 
tires, and, in 1960, 50% of all replacement tires sold 
were nylons. If you want to beef up the ring of your 
cash registers—and your profits—feature nylon tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


REG. U.S. PAT. OFF. 
BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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D. S. Woodman has been named gen- 
eral manager of the marketing depart- 
ment of British American Oil Co. The 
former assistant general manager of mar- 
keting succeeds L. R. Woolsey who was 
recently appointed marketing vice presi- 
dent for B-A. 





Robert Stromberg, formerly assistant 
secretary of Empire State Petroleum 
Assn., has been named executive secre- 
tary of the jobber group, succeeding 
Charles Lockard, recently retired. 


% 
Bruce H. McCully has resigned as 


general manager of Consumers Coopera- 
tive Assn. He had been general manager 
since September, 1959. Howard A. 
Cowden, president of the cooperative, 
will assume some of the duties of gen- 
eral manager until McCully’s successor is 
selected. 


s 

Derek F. Mitchell, vice president of 
BP North America since March and 
previously assistant general manager of 
BP’s supply and development depart- 
ment in London, has been named presi- 
dent of BP North America. He succeeds 
D. E. C. Steel who returns to BP, Lon- 





REGISTER SET BACK 


EXPLOSION- 


REGISTER 


NEW POPPET RELEASE 


CHECK VALVE 


INSTALL-A-SOCKET 


Bs 10 Lemomisee 


the most advanced compact consumer 


don, as regional coordinator of the west- 
ern hemisphere. 


wo 


—— 


Kadel 

Esso Standard has new marketing man- 
agers for New Jersey and New England. 
Frederick G. Kadel succeeds Guy V. 
Mallonee to the New Jersey post. Harold 
D. Harding takes over for Aden P. Wil- 
liams Jr. in the New England territory. 
Mallonee and Williams have both been 
assigned to the Houston headquarters of 
Esso’s parent, Humble Oil & Refining 


as part of a newly organized marketing 
staff. (See page 186 for more details). 


e 

Kayo Oil Co., Continental Oil Co. 
subsidiary, has three new vice presidents. 
Jack W. Chandler, former general man- 
ager of sales, has been named vice presi- 
dent of sales. W. F. Kisling, a veteran of 
20 years with Kayo, has been elected 
vice president of development. E. A. 
Williford, formerly a vice president for 
Kayo, has been named executive vice 
president for the company. All three men 
will continue to make their headquarters 
at Kayo’s home offices in Chattanooga, 
Tenn. 


e 
Pure Oil Co. has appointed Peter J. 
Buratti as district manager for the com- 
pany’s Madison, Wis., area. 
g 
William B. Roberts has been named 
manager of the aviation division of 
Standard of California’s marketing de- 
partment. He was formerly assistant 
manager of the division. 
J 
Edward L. Steiniger has been ap- 
pointed chief executive officer for Sin- 
clair Oil Corp. The naming of Steiniger, 
now president of the company, was “the 
climax to a series of planned executive 
appointments made over the last three 


electric pump in the petroleum industry 


You’ re looking at the most advanced compact electric pump in the petroleum industry 
. with particular emphasis on accessibility, —the permanent cost reducer. Every 

mechanical component is reached in a moment through plainly marked ‘‘O"’ ring 

seal cover plates... mo disturbing other components, piping, or wiring sean 

ingeniously simple do-it-yourself pump for this modern age. AND this is just pne 

of the many bonus features in GAS- 

BOYS... the result of Wilson research 

and engineering to better serve you and 

your customers. 


years,” stated P. C. Spencer, chairman 
of the board. “ . . . Sinclair Oil Corp. 
and its subsidiaries now have as their 
chief executive officers younger men who 
are thoroughly experienced . . . and 
particularly trained for their individual 
responsibilities.” 


8 
The OHI of Long Island has a new 
slate of officers for 1961-62. They are: 


Leonard Braun, Halesite, president; 
James Wells, Great Neck, and William 
Kenny III, Manhasset, vice presidents of 
Nassau County; Eugene Fusco, Babylon, 
and William Kampfer, Amityville, vice 


(Continued on page 195) 


WILLIAM M. WI 


LANSDALE, PENNSYLVANIA 
MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS, AND ROTABOYS | 
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One of 14 Fruehauf Aluminum Tank-Trailers owned by 
Bridge Brothers, Lamar, Colorado. Fruehauf Aluminum 
Tank-Trailers may be used to haul gasoline, kerosene, 
benzine, lubricating oils, alcohol, solvents, diesel fuel 


Which Fruehauf aviation fuels and water white non-corrosive chemicals. 
Tanks Can You ——— 
Use In Your 





Bu siness 7 sale Steel Tank-Trailer 


—for hauling gasoline, benzine, alcohol, and solvents. 


Fruehauf has the world’s broadest line of liquid and 
bulk transporters to help you boost your hauling 
profits! For over 47 years Fruehauf engineers have 
been designing and producing superior Tank-Trailers 
to meet the constantly changing requirements of 
petroleum haulers. 

At Fruehauf’s four large, modern tank produc- 
tion centers—Fort Wayne, Indiana; Fresno, Cali- 
fornia; Omaha, Nebraska; and Uniontown, Pennsyl- 
vania (soon to be in productiony—Tank-Trailers are —for hauling gasoline, kerosene, benzine, lubricating oils, 
being produced to rigid quality control standards for alcohol, solvents, diesel fuel, and aviation fuels. 

a multitude of dry and liquid hauling requirements. 

In addition, Fruehauf’s nation-wide chain of 
branches provides fast, efficient, competitively- E R U r of A U F T R AILER COMPANY 
priced service wherever your vehicles operate. 10948 HARPER AVENUE DETROIT 32, MICHIGAN 


Send full facts, without obligation, on the following Fruehauf Tank- 


6200 Series Steel Petroleum Tank-Trailer 


Trailers (1) 
(2) : (3) 











If It’s A Fruehauf, | t 
You Get More- : ce (please print) 
So You Pay Less | a Company 
. Hy Address 

















City 
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NOW YOU CAN REALLY SELL SERVICE 


TUNG-SOL 
THE ONLY 
COMPLETE 


LIGHTING 


For All Heavy Duty and Emergency For Normal Passenger Car Use In 
Vehicle Use In the New Yellow and the Familiar Red and Blue Box. 
Black Box. 


It Makes Dollars and Sense . . . to handle Tung-Sol _ lighting line. Install Tung-Sol, the line specified by leading 
Heavy Duty and Standard headlamps, miniature lamps and independent manufacturers. See your Tung-Sol supplier for 
flashers—the industry's only complete lighting service line. details. Tung-Sol Electric Inc., Newark 4, New Jersey. 

Here is your opportunity to boost your profits from lamp sales 

through greater service reliability. One solid source, one high (ts) 

quelity and 100% coverage of your requirements are only a T U i G = S 0 [ 


few of the benefits you'll receive with Tung-Sol—the profitable HEADLAMPS »« MINIATURE LAMPS « FLASHERS 
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presidents of Suffolk County; James 
Mulligan, Bellmore, treasurer; Robert 
Allyn, Freeport, assistant treasurer; and 
Ray Nathan, Roosevelt, chairman of the 
board of directors. 

* 

W. S. Hine, wholesale sales manager 
of Cities Service’s Philadelphia division, 
has resigned that position to become 
executive vice president and general 
manager of Consumers Oil Service, Pauls- 
boro, N. J. Consumers Oil is a Cities 
Service distributor in two New Jersey 
counties. 

W. S. Kelly, former manager of serv- 
ice-station sales, succeeds Hine. B. H. 
Knight of the Pittsburgh division suc- 
ceeds Kelly. 

¢ 

E. R. Raphael has been named sales 
supervisor of Shell Oil Co.’s Oakland, 
Calif., marketing district. He was former- 
ly division merchandising representative 
for Shell in New Orleans. 

* 

Laurence C. Pfaff, former manager of 
Mobil Oil’s marketing real-estate depart- 
ment, has been appointed manager of 
the real-estate department for Martin 
Oil Co. He will make his headquarters 
at the company’s executive offices in St. 
Louis. Pfaff had been with Socony Mobil 
for 35 years before his retirement a few 
months ago. 


Barley Albanese 


Samuel B. Barley has succeeded B. 
Frank Albanese as LPG sales manager 
at Esso Standard’s New York headquar- 
ters. Albanese, a veteran Esso marketer, 
retired recently. For many years he was 
district sales manager in New York state 
and operations manager of the New York 
sales division. He moved to Esso head- 
quarters in 1951 as assistant operations 
manager, and became LPG-sales division 
manager in 1954. 

Barley has been in Esso’s marketing 
organization for 23 years, most recent- 
ly in the solvent-sales division. 

a 

J. S. Sorenson has been named retail 
sales manager for the Spokane regional 
office of Standard Oil Co. of California, 
replacing Ralph Bevans, recently assign- 
ed to the treasurer’s department at Stan- 
cal’s home office in San Francisco. Sor- 
enson has been serving as assistant retail 
sales manager at Spokane. 

* 
(Continued on page 200) 
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Your Car’s Pep Tonic 


MAKES 
OLD CARS 


MOTOR-MEDIC NO. 1—Stops oi! burning when added 
to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 
treatment of sluggish engines. Add to gasoline. 


RADIATOR 
SPECIALTY CO. 
CHARLOTTE, N. C. 














HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 





WRITE FOR INFORMATION OR PRICES 
Ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556 © 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 





Fill gas or diesel tanks ie 
at fuil pump capacity full every time 


Fills faster 
than any other 
automatic 


Full Year | 
Guarantee 


FASTEST FILL ON THE MARKET 


SAFE-FM Ai) ‘ 


FULLY AUTOMATIC 


NOZZLE 4 


lo tank topping b 
5 


Spout turns 


§ to any angle No premature 


shut-off 


@ Works on pressure principle . 
others —" on less-efficient vacuum 
princip 

@ Made of light, high tensile aluminum 
alloy as strong as bronze 

@ No expensive reconditioning necessary 

@ Product never touches diaphragm or 
mechanism 


necessary 


Ep MAIL COUPON TODAY 
r= nem ea ne ssa Cl 





J 


McDonald’s Safe-T-Matic nozzle frees 
you for more selling time since this A. Y. McDonald Mfg. Co., P. O. Box 508, 
ingenious nozzle fills tanks full with- 12th & Pine, Dubuque, lowa. DEPT. NPN 761 


out topping off. . . no time-wasting ( ) Please send complete information and 
foaming problems. Send coupon now prices 


for the complete, money-saving story. ( ) Have representative call immediately 


NAME 





1 
A. Y. MEDONALD Mfg. Co., 


Oil Equipment - Pumps 
Brass’ Goods + Drains 


FIRM NAME 





ADDRESS 
CITY es ZONE .. STATE. 
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Billions of gallons as of: aes yearly are delivered by U.S. Royal Wire Braid Gasoline Pump Hose to help ‘bow 
the nation’s trucks, buses, and automobiles rolling on the greatest transportation network in the world. Exposed to all 
kinds of weather and abuse, in stations from Maine to Mexico, this product of the world’s hose leader serves long 


after others fail. BS 
Reianhia aa ' 








No other line of oil marketing hose serves the oil industry so 
well, is backed by such an outstanding record of service to all fields of 
industry. From the oil field through the refinery to the pump on the 
island, there’s a US Hose to serve you better. 
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Thousands of service stations are loaded up quick- 
ly, surely, and safely with time-tested, oil-company-speci- 
fied U.S. Royal Tank Wagon Hose. Combining toughness 
and flexibility, this hose is repeatedly subjected to rough 
handling, yet continues to provide the reliable day-in, 
day-out service for which US marketing hose is famous. 








Hundreds of millions of passengers flown yearly 
by commercial airliners are sped on their way by power- 
ful aviation fuels that were carried aboard by depend- 
able, long-lasting U.S. Royal Aircraft Refueling Hose. 
Built to withstand highly aromatic gasolines and jet fuels, 
tough enough to take the hardest use, it still flexes 


easily and without kinking for fast, efficient fueling. 
#118 

















Millions of homes are kept warm and comfortable 
by the fuel received through a U.S. Royal Fuel Oil Deliv- 
ery Hose. Combining unusual lightness and ease of han- 
dling with high kink resistance, its tougher-than-it-has- 
to-be construction pays off for users in longer, more 


reliable service, in less hose cost per fuel delivery. 
H 117 





For every industrial rubber product need, turn 
to US. For Conveyor Belts, V-Belts, the original 
PowerGrip “Timing” Belt, Flexible Couplings, 
Mountings, Fenders, Hose and Packings... 
custom-designed rubber products of every de- 


US 


WORLD'S LARGEST MANUFACTURER 
OF INDUSTRIAL RUBBER PRODUCTS 
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scription. Discover why U.S. Rubber has become 
the largest developer and producer of industrial 
rubber products in the world. See your US 
Oil Equipment Jobber. He has a superior hose 
for every marketing need. 


United States Rubber 


MECHANICAL GOODS DIVISION 





Special Report 





“In agreeing to the terms of the consent decree, Socal has 


committed itself further to government control than any 


oil company has voluntarily done before .. . 


(Begins on page 94) 


the idea has not been presented formally to its 
engineers. 

A vice president of a major oil company says, 
“It will create a refinery for which there is no 
need.” 

Jersey currently uses the Plantation Pipeline, of 
which it is a part owner, to transport product from 
its Baton Rouge refinery to the Kyso area. Kyso 
owns 27% of the pipeline. 

“It is very possible,” says Socal, “that we will 
be able to use it, but this hasn’t been worked out 
legally.” 

But Socal lawyers say Socal apparently won’t 
get the pipeline part ownership automatically along 
,with Kyso, and there may be some difficulty in 
transferring the Kyso stake intact. 

A Jersey lawyer says the decree prevents his com- 
pany from supplying Socal with any product for 
use in the Kyso area under any circumstances. He 
interprets this as barring exchange deals. 

Residual fuel oils and petrochemicals are ex- 
empted from the terms of the decree. 

Another factor in this intricate situation is that 
Socal has been selling Louisiana crude to Humble, 
which refines it on the Gulf. This contract will ex- 
pire within two years or so, which means Socal 
would have to find another outlet for it. This will 
be available for Socal’s Gulf Coast refinery when 
it gets one. 


What the Decree Means 


In agreeing to the terms of the consent decree, 
Socal has committed itself further to government 
control than any oil company has voluntarily done 
before. 

Some in the industry are amazed the Socal 
would agree to a stipulation that it must buy 40% 
of its supply from independents. “In 10 years or 
less, they'll regret that,” is one comment. 

Many see the requirement as a government move 
to protect the independents. Gulf Coast independ- 
ents are happy because they expect to pick up busi- 
ness from the deal. Socal says, “There will be a 
large market for the independents. They need not 
worry.” 

The decree defines an independent refiner as one 
not listed by the Bureau of Mines among the 21 
largest. 

But Paul E. Hadlick, general counsel for Na- 
tional Oil Marketers Assn., says some area jobbers 
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are leery that Kentucky’s quantity requirements 
may lure independent refiners away from present 
jobber customers. (Independent jobbers who now 
buy from Kentucky are protected by the agreement. 
It says Kentucky must continue to supply them as 
at present.) 

Industry leaders are nearly unanimous in con- 
demning the government’s role. “It’s a bad prece- 
dent to arbitrarily dictate to business . . . it smacks 
of a socialistic attitude,” says one major-company 
marketing vice president. 

Another says, “This agreement is a good excuse 
for a lot of people in government to do the kind of 
things they want to do. The philosophy of a lot of 
people in government is to get further into busi- 
ness.” Another says, “This is government by fiat, 
the high-water mark of government control in this 
industry so far.” 

A marketing vice president says, “I am very sur- 
prised that Justice Dept. would bless the merger 
of two companies of such size when in the past 
they have frowned on smaller mergers . . . the 
only thing I can figure is that they think every- 
thing they do to Jersey is for the common good.” 

Some feel that approval of this merger could lead 
to approval of others by big companies. In the past, 
the government has blocked other mergers involv- 
ing majors—particularly attempts by Standard Oil 
Co. (Ohio) to break out of its Ohio borders, by 
forbidding a natural union with Leonard Refineries 
in neighboring Michigan. 

The implication of the merger seems to be that 
the government will favor mergers it thinks will 
stimulate retail competition—competition that 
benefits the consumer. (Some oil marketers note 
that while there’s no question about this aspect, 
the merger reduces major-company competition for 
Kyso’s business on the wholesale level.) 

One marketing executive comments, “This is 
the great free-enterprise system we talk about, and 
competition is the lifeblood of the trade. Competi- 
tion is fine—as long as it’s sensible competition. 
But if anyone has the idea that oil marketing is 
getting any easier or simpler, he’d better see a 
psychiatrist. Kids coming out of school today shy 
away from oil marketing because it is so intense 
and so competitive.” 

No merger in recent memory has aroused so 
much reaction in oil marketing. Fifty years ago, 
the breakup of the Standard trust had a profound 
effect on the oil business. In 1961 the union of two 
descendants is a smaller event, but the impact on 
marketing will nonetheless be profound. 
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There is no other single source 
of so much statistical and 
reference data of year around use 
available to oil marketing 
management men. 


KEEP IT HANDY 
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SEARCHLIGHT 
KY fog se) 


Classified Advertising 
EMPLOYMENT . BUSINESS 
EQUIPMENT USED OR RESALE 


OPPORTUNITIES 


DISPLAYED RATE 
EQUIPMENT & BUSINESS OPPOR- 
TUNITY advertising $17.75 per inch. 
EMPLOYMENT OPPORTUNITIES— 


$31.00 per inch, subject to Agency 
Commission. 


UNDISPLAYED RATE 
(Not available for equipment 
advertising) 
$1.80 a line, minimum 3 lines. 


POSITIONS WANTED undisplayed rate 
is one-half of above rate, payable in 
advance. 


Box Numbers—Count as one line. 


Discount of 10% if full payment is 
made in advance for 4 consecutive 


insertions. 














A GROWING, DYNAMIC 
OIL COMPANY 


is seeking EXPERIENCED oil company 
sales representatives. We need aggres- 
sive, ambitious men to represent us in 
several new areas as well as to fill some 
established territories that are being va- 
cated due to promotions. YOUR APPLI- 
CATIONS WILL BE HELD IN STRICTEST 
CONFIDENCE. 


Write details to TENNECO OIL COM- 
PANY, P. O. Box 957, Denver, Colorado, 
Atin.: J. C. Hamilton. 








SALES PROMOTION a 
A leading oil sw needs man 
sales experience in petroleum * marketing to be 
bie for merchandising and sales promotion 
in the retail market. Excellent salary and opportunity 
~y advancement. Send complete resume in confidence 


P-6863 National Petroleum News 
Class. Adv. Div., P.O. Box 12, N. Y. 36, N. Y. 








Business For Sale 


New York State Petroleum Equipment business 
for sale. Includes land, concrete block bidg. 
with 6000 ft shop, warehouse and office space. 
All best quality lines handled. Doing a large vol- 
ume of business. 

80 6780 National Petroleum News 


Glass. Adv. Div., P.O, Box 12, N.Y. 36, New York 








Wanted: 
IDEAS AND PATENTS, 
ON SPECIAL 
VALVES AND FITTINGS, 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, NJ. 








FOR SALE—’S57 Dodge D500 
Need Bigger Tank Truck 
Cap. 1530 Gal. Tank—Four Compartments Good 
Condition—Being used every day. 1%” Hose and 
Nozzle. Printing Pre-Set Meter and Electric Reel. 
Complete tank truck and equipment $3,000. 
Geo. Hudson, c/o Silver Oil Company, Inc. 
8345 Clough Rd., Cincinnati 44, Ohio 














ADDRESS BOX NO. REPLIES TO: Bos No. 
Classified Adv. Div. of this publication. 
“oe to wor nearest oe 
6: . Box 12 


EW Y 
“CHICAGO 11: o4s N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St. 


SELLING OPPORTUNITY WANTED 


Manufacturers Representatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oil equipment lines. Calling on major, in- 
dependent oil companies and contractors. RA- 
6710, National Petroleum News. 


“ 








200 





About Oil People 





WINNERS in Standard of Ohio’s third annual service-station design competition 
are (left to right) Lawrence LaBonte, Miami University (Ohio), third place; 
Wade Mertz, Kent State, second; Michael Benya, Kent State, fourth; William 
Harmon, Kent State, first place and winner of three other cash awards; Michael 
Tye, Miami, fifth. Presenting the awards is Joseph D. Hartnett, Sohio vice 
president. The problem presented to the junior class in the architectural schools 
of the two universities was to design a Sohio station for a corner location 


150x150 ft. in a large Ohio city. 


W. L. Hunter has been appointed to- 


the newly created position of manager 
of Pure Oil Co.’s LP gas and aviation- 
fuels sales. Hunter was formerly engi- 
neering advisor to the wholesale-mar- 
keting division. 

e 

Denis B. Kemball-Cook, former di- 

rector and executive vice president of 
exploration and production for Shell Oil 
Co., has been named executive vice 
president in charge of directing and co- 
ordinating marketing, manufacturing, 
purchasing-stores and transportation, and 
supplies. He'll be succeeded by J. E. 
Clark, vice president, production. 

« 


Doyle S. Smith, former assistant man- 
ager of Continental Oil’s transportation 
department, has been promoted to mana- 
ger of it. He succeeds C. O. Reeder, who 
recently retired. 

* 

Richard Wagner, chairman of the 
board for Champlain Oil & Refining Co., 
has been named the new president of 
the U. S. Chamber of Commerce. 


7 

Mobil Oil Co. has named Russell D. 
Pfaff as real estate manager in the com- 
pany’s New York City division. He suc- 
ceeds Robert H. Schirmer, who has re- 
tired after 30 years with Mobil. Pfaff was 
most recently retail programs manager in 
the New York City division. 


s 

Walter S. Hallanan has been elected 
chairman of the board of Plymouth Oil 
Co. Succeeding him as president of the 
company is Paul G. Benedum, vice pres- 
ident for the past 10 years. Hallanan had 
been president of Plymouth since its or- 
ganization in 1923. 

© 

Dale Chapman, southern-division man- 
ager for Continental Oil Co.’s Rocky 
Mountain region, has been elected presi- 


dent of the Colorado Petroleum Council. 
He succeeds James M. Riddell, Riddell 
Oil Co. Other new officers for the coun- 
cil are: C. O. Dunstan, California Oil 
Co., western division, and R. D. Sloan, 
Humble Oil & Refining Co., vice presi- 
dents; and Bob Burch, independent, sec- 
retary-treasurer. 
+ 

J. K. Jamieson, president of Interna- 
tional Petroleum, has been elected a 
vice president and director of Humble 
Oil & Refining Co. 

6 

G. M. Dixon has assumed the new 
marketing post of manager of trade re- 
lations for Tidewater Oil Co.’s west- 
ern division. He was formerly general 
manager of Dansk Veedol, Tidewater 
subsidiary in Denmark. 


Deaths ... 


John S. Cordell, retired vice president 
and general manager for Cities Service 
Oil Co. (Pa.), died May 21 in Florida 
after a long illness. He was 72. 

Cordell, who retired in 1946, joined 
Cities in 1916 as an assistant sales man- 
ager for Empire Refineries. He rose to 
become vice president and general mana- 
ager of Cities Service Refining Co. 
(Mass.) in 1924, and vice president of 
Cities Service (Pa.), in 1937. 

He is survived by his mother and his 
daughter. 


e 
Ralph D. Head, 61, purchasing agent 
for Kerr-McGee Oil Industries Inc., died 
May 13 in Oklahoma City, Okla. 
® 


Philip T. Jones, owner of the P. T. 
Jones Wholesale Oil and Tire Distribut- 
ing Co., died May 23 in Nashville, Tenn., 
at the age of 62. 
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e Hot Tip. This was Mark Twain’s formula for getting 
rich: “Invest your money in a stock that is going to go 
up. When it reaches that point at which you make a satis- 
factory profit, sell. If the stock doesn’t go up, don’t buy it.” 


e Oldest Tire Changer. At a Big 
Four Industries sales convention 
earlier this year, the company 
announced that it would exhibit 
its oldest tire changer. A large 
closed box was wheeled into the 
meeting room. When the lid was 
raised, out popped Lambert 
Agin, district manager in Big 
Four’s Cincinnati marketing 
area. 


Mr. Agin, shown unboxed at 
left, is Big Four’s oldest sales 
representative. 


e Research. A Madison Avenue research man was or- 
dered to prepare a study on fleas. He put one on his desk 
and trained it to jump at his command. Then he pulled 
off two of its six legs. “Jump,” he commanded. The flea 
did. Two more legs came off. “Jump.” It jumped, weakly. 
The last two legs came off. “Jump.” The flea didn’t move. 
The research man then wrote his report: “When a flea 
loses all six legs, it becomes deaf.” 





“NOI!” 
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“ ... and when I told him we'd accept his 
check, he handed me this and drove off.” 











e A Rose by Any Other Name .. . L. T. White tells 
about a jobber who got a birthday card from his employes, 
addressed “Dear S.0.B.” He told his wife it meant “Sweet 
Old Boss.” 


* A pe EES gS aes 
ee 


“Good old Jumbo. He put us into the car-wash business in a big, big way.” 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 
John Grant, Riverside 7-972] 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bldg. 
Donald Hansen, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2-4600 


ST. LOUIS 8, 3615 Olive St., 
Bidg. 
Edward A. Callahan Jr., Jefferson 5-4867 


Continental 
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Tokheim service 


is always near at han 


When your pumps are out of service, you 
are virtually out of business. Not a 
comforting thought, but painfully true. 


How important it is, then, to protect 
yourself against such a possible mis- 
fortune. May we suggest two steps? 
First, buy pumps that are known to be 
dependable and trouble-free. Second, 
buy from a company whose service 
facilities are readily available regardless 


of the area in which the pumps may be 
placed in operation. 


Tokheim builds such pumps and main- 
tains such facilities. More than 500 
sales and service representatives, 
operating from 26 district and division 
offices in the United States, assure 
Tokheim owners that expert service is 
always close at hand. Consider this 
service the next time you buy! 


Write for bulletin! 


x< 


Interceptor Model 452 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 


OKHEIM: 


GASOLINE PUMPS 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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PUMPS — Both the 
: 48" : 

He’s on the job wherever petroleum modern, streamlines, 

ae just " vin heignt, 

flows... selling and servicing ote i A 


tandard of modern 
A. O. Smith meters and pumps styling. 


r th research cS a better way 
— . 
Need a meter or a pump? Need service? Man 
to see is your A. O. Smith sales representative. 
He knows his equipment inside and out... | evens — a on — 
can match a meter or pump to your exact Fae |r on ar a re eT! 


industrial — 
. . . high-spee iii 
i a: k serv- Factory. 1602 Wagner Ave, Ene, Pennsylvania ; 
specifications. There are over 100 A. O. Smith loading rack serv- Factory. 1602 Ghee 3M Howton 2 Tens Ls 
i e iif, New Yor w 
“reps” listed above — one conveniently lo- ; Aneeles 22, C2 


Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. 0. Smith 


i INTERNATIONAL SA. Milwaukee I, Ws, USA 
cated near you for fast, dependable service. 





